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As wé g%me to the 155t’quarter of éhe twentieth century, it becomes ap- ‘

parent that we'need more better ways of invqlving people and helping them .
cope with their problems, choices, and opportunities in an advanced industrial C e
society. The need for responsive and responsible individuals in a demecracy e
has repeatedly been acknoyledged. .Yet in many cases,. it is difficult to

informgggd to involve consumers <in a highly advanced technological and densgly

populatdd society so they (individuals) are truly effective. ’

LY
. The purpose of this manual is to instruct community leaders in, planning and
"conducting a -local workshop to educate consumers in their communities: " The
manual is intendgg;?s an action guide to prepare for such-a community prq;ect.
Since' the charagteristics of each project will vary depending on the resources .
avaitable and the Situations encountered, the authors have not. discussed every T~
contingency}of a Community Consumer'[ducapion workshop: . T

An editorial .cooment should be made about the use of the: term "he" through-
out the‘context when referring to a person, regardless of gender. This is by
no means meant to be discriminatory. This particutar style was chosen s'imply
to avoid ‘cumbersome readings. : -

Community Consumer Education -Awareness Workshops Qte meant to help >
individuals in improving their quality of life. It i5 hoped that this publica-
_tion will help volunteers in this valuable pursuit of Community Consumer Edu-

“cation Awareness Workshops: , .
» . '

-
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- THE NEED FOR CONSUMER EDUCATION WHAT ?é IT?

Over theepast decade, people have become 1ncreas1ngly concerned over,
the r1s1ng costs of food,'hous1ng,emed1ca1 care, transportat1on, education,s

utilities, and other goods and services. Inflation®and its .effect on

- . d ’ J/

the dollar is a common topic in the news, in genera] conversation, &gd‘in N

governmenta] decjp{on-makind. Didn't the w1nter of 1976 raise everyone S

E

eonsciousness- about the high cost of heat1ng? And hous1ng costs,seem to be
. ' ' 4
skyrocket1ng » ) : . . b

Likewise, coﬂcern over the rights of consumers is mak1ng 1ts way to- the ~
front. Consider Pres1dent Kennedy's "hill of consumer rights" in 1962: the.

r1ght to be.heard, the right to safety, the right to”be informed, and the
~ \o . ' i
right to choose . " ' ‘ ,

L] — . o
. "

Remember Nader s Raiders c1amor1ng to be heard? Aren't'seat’belts now \

¢

* installed dn a]] cars for the occupants safety’ Doesn t nutr1t1on 1abe11ng

‘help inform consumers of the contents of that can on the grocery shelf? “And -

« what about the anti-trust laws that gre on théf~ooks7

~ Y

However along with \Eese cdhsumer r1ghts also come consumer respons1-
bd]1t1es. Garman et al. tells us that the right to*be heard carr1es the
respohsfbi]ity of saying that a certain product qr service 1s not ré11ab1e.

The right to safety means that the consumer has the résoonsibility of not

to]erat1ng unsafe items. 'The right to be informed carries the resgonsibi]fty

of" us1n9 and evaluat1n9 the 1nformat1on that is made available. And the -

N

¢ right to choose ‘means that the consumer must take an active part in the 1eg1s-

lative process to d1scourage laws restr1ct1ng competition and, thereby, con-,

' .

sunfer.choice. -
. L
Now that we'hnow some of the consumer's rights and responsibilities, how

»

.can we disperse this ynformation to the consumer to ensure that he/she exercises

© them? Enter consumer education. * = . T !
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A

“shares with us severa] def1n1t1ons of consumer education: . ~ ' ~

-sophy, fihd1ng satisfaction in daily 1Tv;ng, and fu1f1111ng a'c1t1zensh1p
) ro]e Jn a free enterprise system Thﬂ{p

What Is Consumer Education? . i . ‘

L - . \

In his Consumer Educat1on Resource Materia]s Kit, Dr. 'Stewart M. Lee"

-

' el L) .

Consumer Education is the deve]opment of the individual in thé skilfs,
4 ~
concepts, and understand1ngs required for everyddy 11V1ng to ach1eve, withing .

the framework of his own va]ues maX1mum utilization of and sat1sfact1on 7
from h1s resog;ces MGuidelines for Consumer Educat1on,'l 0ff1ce of the_ L
Super1ntendent of Pub11c Instruct1on State of I1linois, 1972 £ h g

ConsuMer Educat1on is inherently tied to deve]op1ng a persona] ph1lo-

rposes of Consumer Education are

to, he]p‘each student evolve his own value system, develop a sound decision-

.. making procedure based upon his ka}ﬂes, eva]Gate a]ternat1ves in the market- .

p]ace and get the best buys for His money, understand h1s\r]ghts and'respon- N
sibilities asla consumer in-our society, and fu¥fila his roie in directing -

a free ‘enterprise system. ’Suggested Guidelines for Consumer Education:
I

5pades.K-12,f Presiden:;s Committee on‘Consumer\Interests,-Washingtow, 0.c., .
1970. - 'S\,“ ~ RN

Consumer Education 1s a cont1nu1ng process of 1earn1ng, concerned w1th ‘

the quality, of 117@ as influenced by ch01ces in the marketp]ace "Brochure,"

' MTch1gan Cons er Education SerV1ces Center, Eastern Michigan University.

Consumer Edugation is consumer 1nformat1on consumer awareness and

) appropriate dec1s1on-mak1ng for’ the'1nd1v1dua1 " Dr. William Johnston,

New Jersey Center for Consumer Education Services, Edison, N. J.

Conéumgr Education is a rehicle by\which each individual can pain - -

understand1ng of changes in the economy, clarify persona] goals, values

and att1tudes, 1dent1fy a1ternat1ves and make dec1s1ons that W111 result.-
‘ g9 - ‘
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in/maximum satisfaction.and beneffts' "A Guide for Evaluating Consumer

wr Education Programs and Materla]s,“ American Home Economics Assoc1at1on, 1972..

]

Consumer Educat1on is def1ned as the educat1ona1 and 1nfonmat1ona] in-
. !

«uestments in the human agent s capabilities for performing those roles
\associatéd with directing economic activity, satisfying'puglic‘and private
wants, and improvin§2econom?c performance in the marketp;ace. LIt dis a

- ’
funct1ona] def1n1tion that emphasizes investments in education directed to

- v

the various social roles that the student w1]1 perform, 1nc1ud1ng adu]t
i \ A,

cat1ona1 roles; economic ro]es, poT1t1ca1 roles and others.. . These rales "
are 1nterdependent... Educat1on for ther roles can contr1bute to the»ed—
ucation of the consumer..‘ Consumer education is both a teach1ng techn1que
and'a‘hody of subject_mattér ft cah be a teach1ng techn1que when consumer
prob]emigare used to illustrate d1sc1p11nary concepts and pr1nc1p1es...

Con%gmer education can be the pr1mary focus of the educational process

"Journal of Home Economics," October 1971.

-

Conducting a community workshkop is one way to help educate the: citizens

of the Commonwealth to fulfill ther rights and responsﬁbilities as consumers

in the American economy. ' o

e 4 ° \l

wHAT ARE SOME POSSIBLE CONSUMER - EDUCATION TOPICS?
A. What do people do w1th the1r t1me and money?
In a lifetime, people will spend both time and money on a wide
Variety of products and serv1ces Most fo;ks must pay for and furnish
. h0us1ng, whether they rent r buy ‘\Everyone must/Eat and a s1gn1f1-

) cant amount of time and oney are spent to make this popssible. C]oth1ng'

=2

is another ne;éss1ty n wh1ch consumers spent time and money, not to

mention vacatiors, automob11es, te]ephones, schools ard laundry.

According to The Survey of Current Businesst(May 1977) here js how

' 10
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A

e ". - the American population spent its iﬁjilﬁdﬁ" thezfirst quarter of

. to N— \ "' . ' ) . u'
.(/N:‘ 1977 X : N PR o .

T " Durablé goods’ e T 15%
LN . : \ ‘ e ‘ .
~ . a Motor veh1c1es;and parts ; 7. o
’ - Furniture and household equ1pment ) . 6 -
_ Other ~ : . . 2
’ ’ - - S
» . ! ’ - .
. . Non-durab]e goods o ) 40%
Fooa ‘ . 20
Clothing and shoes 7
Gasoline and oil . ! - 4 .
, Fuel oil and coal 1 )
A - Other ‘ , N '8 *
. . . . . . -,
; . Services - o 45%
- \ » _ S .
Housing . ‘ Co- - 15 . o
Household operat1on‘ T ~ .
P . ~ Electricity and"gas i
e . Other : Y4 }
: v Transportat1oq . - . 3 ~
: .. 0ther _ . 19
.t | > ) .. o !
\ Buuawhat do people perce1ve are the1r prob]ems/conéerns? < ‘*
. -4 '
:T ‘ : In general,.a te#porary group sffﬁ;t1on (such as a workshop) A
\ ’ does not e§1c1t al] of the concerns of the group's members. That '
is, when the group has a relat1ve1y short pér1od of dUrat1on the
b - N .
. .\ part1c1pants will PsuaW]y not verbalize all of the1r problems There-
~ 'X | fore, prob]ems that group members aré w1111ng to d1scuss and those
_ " that are common totthe maJor1ty are the conc"hs\that can more
<L "‘}. ) "readily'be‘dea1t with .in the workshop. Addittonal deep-seated .
, Ty ;_concerns are best handled under more intense cond1t1ons (more .
f Y ‘;; individualized and of 1ongen$durat$on), such -as counse11ng sess1ons
’_; A recent Louis Harr1s polT tells us somg prob]ems which peop]e ., .
11 do verba11ze - )
.'i‘i R \;' . . A * . R ’
Y ' == 77 percent worry most about \he,high price of products.; S
q - . . . \ . .
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. ’ ) :/c. ' .& o N ~ ’ . ‘. ‘ , ’kl 5
Y . ‘ . t A . . .

" _ - 69 percent list the high cost_of hospital and medical care as - -

> B . their chief concern. : Yo

P v < «

48 percent worry mosf‘about the poor qualqty~of products

44 percent{are most concerned abodt m1s]ead1ng advert1s1ng

® -~ 38 percent worry most " about the poor qua]1ty‘of serv1ce and
repairs. . Voo )

-

.
~ . J '

«

. C. "Crises"/maJor décisions of various stagés of 1ife.

< Tt At different stages in the life cycle, peopfe probably face

v

: . varibus sorts pf cr1ses or maJor dec1s1ons For examp]e, a child
. . .

in schoo] must dec1de hOW‘much he or she wantséto study and 1ater,

~Na . .. what course of study to choose in order to prepare for-a se1ected .

.
N .
. ,o

"“vocation or career. A hﬁgh schoo] graduate dec1deslyhether or not

v

gl\\\to continue h1s education. A young aduTtvmay be faced w1th

-

'S . supporting h1m or herself, choos1ng to marry a certa1n person, or:

deciding to have ch11dren or not Parents w1th ch11dren atﬂhome

At »' (4 ~ .

! —may need to decide about g1v1ng their chi]dren an aTlowance,

}”f' \ whether or no& to sa for college, how much’K1f any) in=" -

surance to buy, or abou

’ : .
During m1dd]e age, a persdn may be faced_n1th thefdec131 nof

rent1ng or buying a ]arger place tor 11v€; B

-

returninG to the ranks of the eriployed after having i

—

s .t . ~ ' . = o ' .
what to,do with an e1der1y«parent who is-infirm, or how to plan' _ \‘
Ld - > R - B
o h1s estate An aged’ person.may need to dec1de how much of a

. 1Tm1ted income ‘to budget. for grocer1es /how to best Eope w1th an
;/ . 111ness, or how to know‘the most reliable source,from'wh1ch to
.o . . ' ’ v 4
’ ) purchase a hear1ng a1d . e neT ‘

And these are on]y a sma]] samp]e of the kinds of s1tuat1ons

S that pe0p1e face every day. ) PO v . ( R

¢ Rev1ew1ng khe ways in which peop]e spend. the1r time- and money,”
«which prob]ems can be comfortab]y handled in a groUp s1tuat1on, - \:: N

. » v

Q . . . . .
i ¢




A

and some major decisions or crises that arise in a 1ifetime can

L

provide a consumer education workshop p]anning group with some -

1deas of topics for the workshop sess1ons

Estate Planning and Wills
0o r"

: §hoppfn§ for Foods
‘ C;i;%ﬂé:@nergy Bitls
Uetter Bus iness Bureag
s House Repa{rs'
?ood‘Buying Cooperatjves ) N
¢/_ _Nomen's Rights
Buying tNe Righc Drugs éc
"the Right Price . t :

t
’

" Purchasjgg and Preparation
of Seﬁoods,Q

-~

<

-~

K¢ o

i

., Below is a listlof-topics proposed for one C. C.E.A. norkshop?'
" o

High Cost pf-ﬂgpg;fing (Fynerals)
RN N '

"“Credit Ratings and where They
0r1g1nate

Local Consumer Protect1on

Boards - -
How to Evaluate Nursing Homes
]enanthandford Relationships_
Shopping for Creditz'i
Bu;jng a Used C;r

__Home Gardening

Retirement Planning .

How to Complain (includes the ,
role of the Virginia Office
of. Consumer Affairs)

Choosing,a Dentist -

e -

ASCERTAINING COMMUNITY CONSUMER EDUCATION TOPICS

As we come to this area of select1ng top1cs, 1t becomes more ev1dent that

N

we must think 1nl¢erms of the user and of his needs.A

»

munity (targét market).

potentia] users, we then proceed to ascertain the possible topics.

How to establish the f"

—

. consumer _or the user needs presupposes that we do know our potential co%é°

Having estab11shed the dudience or commun1ty of

Th1s can

be done in terms of money expended time expended felt needs, life cycle{

or some variation of these.

needs or proglems»

For simplicity's sake, let us utilize felt

L]

We might ascertainthese by a) modified Delphi method or

utj]izing "1nﬁl\\\fjais," 2) modified brainstorming procedure, 3) surve&inb;

13




methodology, 4) consumer.qanel or 5) some comb1nat1on:9f these In realityy
we general]y utilize parts of, all of these . ’

A
The ‘modified Delphi method Qremember the Greek oracles) would be to

b,

“ interview (personally, by telephone, or py mail) those individuals you feel .
aré.most knowledgeable—about this group- for the-key prob]ems that they fee]l

this'group faces. First, carefully establish what you want to do and the

reasons for asking the1r part1c1pat1on You may care to havé.them give

.
b4 Y

-problemsaboth a/def1th1on and a tentat1ve ranking of importanceu'hwith most

Delphi methods , you reoccunrﬁnglylpoll the experts as more Enbwledge

generates~to have thetr further reactions. Genera]ly, the 1nformat1on

must be assembled c]ar1f]ed and consol1dated by one ana]yst between

rounds.‘_ﬁenera11y, the request1on1ng of the experts becomes moreqoo1nted and

v

structured over time. Often th1s group may 1nc1ude persons who w111 care to

-

part1e1pate in CCEA at a 1ater date. ) . . . .

s had .

. The modified bra1nstorm1ng4procedure 1s fasH1oned after *the procedure

s

promu]gatedvby advertising executive Alex F. Osborne.of BBDO, and now has its '
own Creative Educatioh Institute at the University of Buffalo (now SUNY- &

/‘Buffalo) ‘ j \

Bra1nstorm1ng cons1sts of a11ow1ng persons w1thout inhibitions to 1ook

"fs)

e

at older problems or top1cs with the hope of generat1ng as many 1deas®as

%%

‘poss1b1e about. a given subJect You might be asked to think of-all poss1b1e
uses'of[?J1of11m or how could we 1mprove downtown parking. Osborn's rules

for brainstormfng e : L o N

.
-
Y

1.. Criticism is ruled out. Adverse judgmentsof ideas must be withheld
until 1ater‘ :

~

~ . -

o .-
2. Freewhee11ng is welcomed. Thewilder the idea, the better. It is )

- easier.to tame down than to- think up. , SRR
3. Quantity of ideas are wanted. The greatér the number of ideas, ‘the
more the likelihood of useful ideas. ' - \
3 g \

"14
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4. Combination and_improvements are sought. "Participants should suggest
how ideas of others can be turned into better i eas, or how two or .-
more ideas can be joined in still.anot idea.

.GeneraTLx,~a group is assembled in a relaxed env1r6nment with (]) one or
more secretar1es appo1nted «(2) the rules explained and (3) the subJect |
: descr1bed It IS h1gﬁTy 1mportant that the rules be fo]]owed part1cu]ah]y,
. .'rule 1. You des1re creativity and any cr1t1c1sm, 1mp]1ed or verbalized, is
counterproductive _Most persons have difficulty getting away from’cr1t1ca] ' ,
thinking at first but gradua]]y become prol#fic and at ease w1tp the concept
of brainstorming. Bra1nstorm1ng groups can be any s1ze hut genera]]y 1t is
consi:eFEd oqtter to have groups from the size of 5 to 15. Time cap vary but -~ ¢

~

often it is used from 15 to 40 minutes on the first_encounter with the topic.
" . . 2 , . ) \ P ' , ?_} N .
being changed if'you wish to continue the same group. Some groups use “stop’
: , : ~ ' oo ‘ - l
and go" with three minutes of talking and then five\hinutes of time for

”incubatioﬂﬁof ideas.” - e
~ . . Generally, Subsequent1y fthe group secretaries prepare a typed list/ éf all.

ideas suggested before and afterward with room for add1t1ons Then,*the chair-

man edits and c]ass1f1es the- 1deas W1th1n logical categories Then, another

1%

-sess1on is he‘d to‘further brainstorm and then o select those ideas most
hipgmﬁgng o * ‘,' _';‘ o~ S

.~ Consumer Sounding Boards ‘ .ir* . ﬁ,;” R - A

- One method of finding opt consume:s needs and/or desires has beep to ‘

®

ass e small groups of rather typ1ca] or representat1ve consumers to find

e

out how they view products and serv1ces « Used both by 1ndustry and by govern-

) " ment, the quest1on1ng could be over a- product, a serV1ce, or a need. For ’

4 example, the méker‘of yose_spray might assemhle a groiup of rose growers.

» ' N

Ve

' ]Adopted from Osborn; A. F., App11ed Imag1nat1on 3rd Rev1sed Edition (New
od York: Char]es Scribner and Sons), 1963, p. 156.

-
bl - 1]
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Utilizing-an indirect approach, they might ask about the following: .hqw .
-~ many rose plants do you have, where aﬁd when did you purchase the-plants,

-+ do you buy fertilizer and insecticides frpmfthé same p1éce, when do you \<<\ ‘/[
. ‘spray, haow do you spray, how often, what methods do you use to keep down ' .

' insqpts, what are the pEob]ems you have, what would you Tike-in the way of
products not now available, etc. Thg\§ame,procedure‘has been used for ggpds4 ’
sucﬁ as women's dresses, services sdéh as'éql1ecfion'of darbagé,’po]ice x///
protecfigp, etc., and.pthér 1ntangib]e§\\ffch as 5 Tife insu?ange‘po]icy. )
Nominally, a history is madé of the product or service being used,ifhe ' - -
purpoées intended, the experiences, advantages and disédvan;ages, and thé- - .
desires for iméﬁovemeﬁt. Most'case studies,&hen this has not been done
ﬁﬁeviously indicate éqch diversity betwéen‘prbducers and ultimate use;s.,_ -4§
Recehtly, the Nafionaﬂ ”Bu}eau o; Standards! has involved cgnsume% sound}ng .
board_s i:o help establish standards. Often‘, qt\igst&iqnnaires a’nd taped recordiys
*are used to facilitate the Handfipg of information déveloped in.a group

.situation. Those. individuals Teading’tﬁe group,oftén use‘indirecf approaches

but sﬁou]d'have an egtab]ished agenda\mo;accompﬁish.

. In your cafe, you might ask the consumér soundiné boards. to (1) deli;eate'
eight (or however many work;hop; you desire) major consumer problem areas and y
rank. them, (2) tqking them.individually, Qﬁét are the important,ﬁarts involved,
i.e. buy%ng a Home might include.- condominium vs. townhouses v;<”%ndividua1
homes, costs - initial and upkeep, taxes, he;ting, and others, fﬁnancing alter-
nativgs, uses of realtors, appraisers and others, tié]é insu;aace or not; {A-
; - surance - ho@ much anqdﬁnét kind,ﬁpropertyntaxes, effect on your income tax,

and other phases, and.(3) what résources are availablé in 'the community to

\

-y -

&

- 1McGehan, F. P., "Utilizing Consumer Insights", D{ménsiong, National’
‘ Bureau of Standards; Washington, D.C,, pp. 10-12. .
Q ) :' . ' \ 1 6 . ' ' \ )
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~ help the consumer. lNote,that (1) there should be some diversity of '

answers as the panéi“ﬁs‘not sdpoosed to be homeogenous and (2) the con-
. .
_sumer sounding board is to reJate experiences, attitudes and !alues

but does not decide a” finai workshop Their.(consumer sounding board) is

3

to supply the needed 1nputAof consumers;zlater you and athers must'reconciie

‘the need with what tne workshopzcan provide.

Guidelines for a Series.of Questions! ' ° o S kﬁ,z

ey To be used in developing group discussion of a consumerinroduct brought
. \  to a Consumer Sounding -Board by any organiiation,eor grouo'concerned with.
the development of a voiﬁntary consumer\Broduct standardwfor performance'
3 - ‘ - N .
and/or specifications (Begin with brief review of purposes of standards.)
1. What is the product (probiem), and what is a workab]e definition?
& . 2. What is your opinion as to what the product or service is meant to
L3 . do?
3. What is your experience with its use? ‘
. \ .t
4. What is your experience with its misuse or possible misuse?
5 What are the factors which affect your choice- of a brand of ths
.y product? Appearance? Comfort? Efficiency? Durability? Saf;ix
) etc. - ; . T .
, 6) What would you like to see as an added benefit in this product?
7. What would be the “trade- off"--increased cost from improved performance,
.better looks, safer use, eas1er use, less servicing, etc.? X
8. Would you accept a higher price to obtain these, any ong or severa]
added benefits? Do you beligve other consumers would? If not why?
9. Are you satisfied with present labeling and/or instructions suppiied
with this product? . )
. TAdapted from GUideiines for Standards Briefing,Seminars/Consumer Sounding
Boards Programs American Nationai Standards Institute, Inc., New York, p. 10.
N (Note. Aithough this is set up for products, a very sjmilar system cou]d be
) used for services’, !articulariy items 1 thru 1%,)
. foo 17 = v
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\ 10. Havé?you’suggestipns,for improved wording or improved pdsition,and
\ - material of label? Do you wish, as a group, to make a recommendation
‘ on.labels as to size of type, position, and visibility to accompapy | {
._the product_after development of the new standard? < = =~ ‘¢
y - . 11, Which type of standard do you feel gives consumer buye “the most -
practical help -in selecting, the product best suited their needs -~
\ an.overall standard for the entire product or standards used as
measuring sticks to show the level of pérformance of factors making
Up that product, such as, in a textile, colorfastness, washability S
or drycleanability, shrinkage resjstance, ‘stretch recovery,fetc.?: ,

“12. Invite grobpkcomments, including récommendations\to the committee.
Since it is very difficult to determine from tape recordings of
meetings what recomfendations have the support of the sounding board 3
membership, it is suggested that after discussing each consumer item

. &he leader for the meeting summarjze for the group what he or she . &
. feels are the agreements of the group. <o e
Consumer Surveys - (: 1 RS )

1

Q:e£§0a1 of most groups'is to find out (1) what are their people's
" problems, {2) what are they thinking and (3) what are they doing.. One \
: \../ ) . ¢ * ) > \

/ . N . . : '
attempt to discover this often used by socﬁa]:scjentists is the survey -,

®

=~ method. Surveys often may reveal both events and individuals that are

»

often ovgrlooke£ in” the other—metﬁods.§ Yétf they do have many short- i -

.. \\Q

*

- ‘comings aﬁd‘limitafioqf; First.and foremost, surveys are coséfy'and

)

\ - v
generally are limited in scope if they are to be effective.  Collecting
I _ the Hata, tabulating, and anély;ing surveys is labor-intensive and costlyf
. o P . \ N
A good national survey of 1600 respondents will often cost $75,000 or more.
e A surveyor m%y often spend '3 to 5 hours locating.the respondent for-every
houﬁ spent interviewing. Anotfer problem is ;bat many éurveys are so broad >

that they may dévelop more questions and fewer answers than you desire, Be

certain that you have checked secogda;y sources to seelif the informat?od is-.

. ‘ \\ . L,
not already available. e ' | )
N Despite these handilaps, consymer surveys are_quite popular as they can .
~ ‘ / ) N . . * ) .

give you a means of seeing the "instant picture” and of assigning priqritig;.

¢ ./ ‘ \ ” B ————m
o C ~ ’ ‘ ;
ERIC. ~ - 18 . ——
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Some groups have used surveying after a sess1on with their De]ph1 group and
their consumer sounding boards. ‘For eff1c1ency S sake, you‘must decide how
" you plan to use the material. Interv1ew1ng can help get the public thinking
and‘taiking about your conferenqe and your objectives. Alsp:~costs can be

, diminished by use of’volunteers and by other methods.

The.Questionnaire Itself: Decide first of.all what inférmation you desire. ’
* Construct tables or boxes where‘ﬁou acgumu]ate the 1nformat1on ga1ned

' and see how the data is to be used-{i. e. if you only need to khow whether some-
- body is 65 qr over, byt not whether*thby are 73, you can diminish the types of

questiors and answers to be set forth.) Make sure*you know what you want. If_/
O
]ocat1on is a factor ask for it. .0therw1se, y0u may care to e11m1nate it.

o
‘,!?

Nom1na11y, quest10nna1res have these character1st1ts
1) conta1n c]ass1f1cat1on data, j.e. age, 1ocat1on, income, sex, etc.

2) generally have a walk-in statement that exp1a1ns the purpose and

- the: sponsorsh1p : ) . ) ,/f\ ;

" 3) opening quesgions are genera]]y the s1mp1est and- must attraotathe
.respondent's 1nterest i .

4) will vary depend1ng on whether they are to be used in personal, mail
or telephone interviews N

5) questions must -be- answerable and Togical to the respondent. Avoid
ambiguity.. Don t make the respondent™ook bad.

6) arrdnge the quest1ons so that they do not unduly 1nf}uence the’
following questions . ‘s

7) locate questions which are d1ff1cu]t in the body or near end of the
quest1onna1re :

T

" 8) if necessary, use sevehal questions instgad of one

f.9) beéggrta1n to have a good closing which represents that. you- apprec1ate
espbndent s endeavors and re1nforces tha, opening walk-in :

statement ;7 s \ L o ’

¢
A

¢




PR
e
2

. .
.
o . ~ . - .
Lt . . ° Y . '|3
, - P P Iy
A e . -
S . B
. CoLt e R A —

e . T o - , . . [N

10) quest1onna1res shddﬁd be- s1mp1e, easy to answer easy to record the
o '5 . answer, and’ lnqirall/ divéct . .

. .
’ e 3

1) regdrd]ess of 1ts apparent c]ar1ty pre-test any questionnaire
. S .
i 'we.are enclos1ng a quest1onna1re 1n the appendix that we have emp]oyed as —
: ) l\ < e ) ‘N .
a sample 0" . X, .

©, v
>

Samp]e or‘thgg'Sﬁratiffed samples are often more relgable than complete surveys .
- SR & ‘
. of the population. Yet in. th1s work, we hes1tate to ‘advocate a str1ct samp11ng *

I3

procedure. Most bas‘ic samp11ng or market1ng research books w111 tell you how

“ to des1gn and pull a sc1ent1f1c survey " We hesitate to do this, ‘as we think

this survey should be used more as an indicator apd not as a strictly scientifﬁi'

k

statistical dev%ce."
N ‘ The houseQSlds 1nterv1ewed should represent or indicate someth1ng \ Hence,

whatever you study you should Keep & good record of who ybu sampled. Be parti- -
' :
cu]ar]x cognizant of different age groups and other c]assif'cations" (

Many researchers to simplify their sampling probbems will ¥interview
within a block’or geographic area. You may care to fo]dqw this pract1cet
Many larger c1tfes will already have census b]ock data frgures which can

aid you in regard to' numbers, fam11y s1zes and‘ages (some census data is old

i_.‘ .

- i.e. 1969, but it.does give you a starting point.) ‘ C o .

, Our suggestion 1is that.you decide on your manpower situation-and then
decide on your method of picking 1nterV1ewees If ‘you have a~large group < -
of senior citizens and/or a bus1ness educat1on c]ass you may cdre to-pick

a rather large sample. Also, the method used will dicate the‘numbers For,

- example, if you utilize free telephone operators, this may set a number R

-~

whereas if you mail out questionnaires, the cost of mailing and_returning
)

the questionnaire may decide & number. Personal interviewing is considered ,

— ; . . . -

1




. the most reliable but it also has costs and t1me 1nvo]ved Many grQups are

try1ng combinations of the three methods - te]ephone and ma11' ﬁersonal inter- -

~

view and mail, and an 1nd1v1dua1 dropp1ng off the quest1onna$re and pack1ng

dt up. A1l of these methods have the1r advantages and/d1sadvantages as d1s-

cussed below. . : T . . .o

>

. ’ v . . YRR .
’tMethodS° Personal interviewing has the advantage of high acceptance, onetcanr- ,
»

Y, reqdi]y observe intenS1ty and qua11ty of answers, can often hold the 1nterv1ewee S

hESS

attent1on for a 1onger per1od of time but tends‘to be the cost11est and the, : ,}3

[

interviewer can more eas11y bias ‘the respondent B e
Telephone 1nterV1ew1ng has ‘the: advantage of being cheaper, aous to reach

people easier from a d1stance, can keep ca111ng back and hence less c'st and
' N

. enables one to terminate an interview eas1er. D1sadvantage§»wou}gg1nc1ude :
*,- < (1) interviewer can more easily bias the respondent and (2) this is costlier * -
" than ﬁai]‘guestionnaire - . ‘ < .

e ~

Mail questionnaires are often cons1dered the cheapest of the three methoda

. when_interviewers are ‘paid, elimjnate the bias. of an 1nterV1ewer can readi]y

rea h both rural® and d1stant points and can be answered at the convenience of
¥ -

the rec1p1ent Conversely; it has the disadvantages of often the sma]]est

rate of acceptance, does not allow for any reentry if the ind1vidua1 does not

<

-understand the questqon or the answer and may raise questions of the group

interV1ewed if the response rate is very low. .

-

IntervieQing: Prac ica}]y.all persons can becoﬁe good 1nterviewers. Gene- - d
_rally, fhe two‘hardest hurdles are (1) lack ‘of conffdence,and (2) controlling

intekviewers'so they do not bias the results. Confidence is more a factor of
H’-\"\‘_/” ’ (f)'experience and (2) belief and knohledge of the survey. Good orientatﬁon

,hill aid greatly 74 gafning confidence and also ih avoiding baas. - Most
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' ga up by reading the quest16nna1res and debr1ef1ng the 1nterv1ewers you w111

\

’ telephone is demand1ng work and its arduousnefs shou]d not be underest1mated .

; Know1ng the quest1onna1re and gaining se]f confidence .are quite crutial ro]e° ¢

_1mmeasurab1y ‘ E P . ‘ o T,

. like a ping-pong game with one ask1ng the question .and the other an$wer1ng >

. Often, the hardest job is not to get involved in matters not°pert1nent to the

sometimes iny ]ved in pseudosurvey1ng? Human be1ngs are bas1ca11y soc1a1 ) . .'§
~ animals and it is difficult to resist commun1cat1ng about ourselvex and .'45 o
s - ot
. helping othevs. s K N \- . : , . 1
v ] e - Lo -._?”ﬂ

o " . <
e - R : Lo e

. interviewers on short erm ass1gnments of th1s nature will key or«ref]ect
>y ‘ *

the Jeader If you 1nd1cate the® ser1ousness of your purpose and you;ﬁgﬁTow-

L4

f1nd mos't 1nterV1ewers will. follow d1rectfons Interv1ew1ng in person agg_by

, g .
p]ay1ng and or1entat1on p]us careful first week superv1s1onew111 ber RN -

-

A . —

As much as ‘possibTe, wé have trained our 1nterv1eWers to be qu1et1y aggres-
sive with ‘the 1mperat1ve that.they are the 1nterv1ewer and that we des1re the ,i
public's response, not the interviewer's response. A : 1nterv1ew is much L.
the quest1on,' Be extremely hohest in any commun1cation given to the 1nter-

viewee. In no case, promise anyth/ng that you do hotrexpect.to produce
C

I3

b,
study Anothet difficult job in 1nterv1ewrng~1s term1nat1ng the 1nterv1ew

» A -

Why do peop 11ke to, be interviewed desp1te a]l the frauds and m1sstatements .

One caut1oh\\ ‘'we have found bétter and more 1nterv1ews can be accomp11shed"

when the 1nterv1ewer and the interviewee do npot know each othr At xs' ,
oL v

d1ff1cu1t to te11 your grandson that you are having meney tgoug}e‘and that
your ga]] bladder has flared up! ) 5 13@ S
' - ’ e ) . .
) - . e ~ ]
. \ ] 3 ‘__ol-. )
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' {.Collection ajg%'tabulationf The method offcollection and tabuJation should be/

decﬁded.on before going into the field. Generally, you will want to check - }’

<

all ﬁuestionnaires shortly after receﬂpt so that any deficiencies can be \ )

cleared up with the 1nterv1ewerw Ment1oned earlier was that you shouid ‘have .

A}

decided on prob]ems to be so]ved and the type of answers (such as J@e group‘

prior1ty of workshop topics and experlence) should have been set up pr1or

. - . }
to the“questjonnaire so that you had the information you, desire ,‘

interviewees know more about “the proposed survey and wou]d increase acceptance

Analysis and/wr1te-Upf "Since you a]ready haVe\dec1ded on your target areas

and the quest1ons to be asked, you have your rep\rtfpart1a11y written before a

“you accumu]ate any data. Statistical analysis, other than s1mp1e counts,

. K
. " o &\
.

is l1imited by your available he]p ) -

14

Most reports fo]1ow a standard1zed pattern of 1) brtef summary - not over‘
]
‘one page, 2) background of problem, i.e. need for consumer educat1on in your

ne1ghborhooq 3) procedures followed, ize. sampling, quest1onna1re used

collection, etc., 4) results by various areas or questions, with accompanying
\ L 3

answers, 5) conclus1ons, and, 6) recommendat1ons You m1ght care to make

th1s available to your ddvisory comm1ttee A one-page report to interviewees,

m1ght’ahet their appetites. A short re1ease to media sources wou¥d be fruitfuj'

for keep1ng attent1on on your workshop . A pre-survey release Wou d also help

[

Many good stud¥es w111 show you c]ues and data that you may no have .
/\c\

realized existed. --Don't be afra1d of serend1p1ty Qowever, st of the

kngwledge youfwillﬁhave su5pected§r%kgown before but now you have further

1)‘

evidence. _ ' ' ;

A7

~

—




Thie real test of the survey is what is done w1th the data. Hopeful]y,

i; has helped p1npo1nt who are your target audiences, their concerns and

“their preferences for the workshop. : \

+
.

£3

THE 'WORKSHOP COMMUNITY-—SOME TARGET AUDIENCES AND THEIR CHARACTERISTICS
’ ; A community is "a group of people who seem to be held together
by certa1n common 1nterests, concerns, contacts, and feelings of '
oo attachment to a’ given area. It‘1s a comb1nat1on of both spcial and
\geograph1c dimensions. It may be 1arge or small o

One of the, first steps in plann1ng a community consumer educat1on .
workshop is “to, 1gent1fy the commun1t1es (or groups wath common conT' ) Y
cerns) that you wish to serve. For the purposes of this booklet, we ‘ :q.i/’ :
will focus on four target groups that, have spec1a1 gpnsumer educqtion
neer. the low income, the e]der]y, ‘the black minority and the - B

handicapped. , The 0ff1ce of Consumer Affa1rs pub11cat1on, "An Apﬁ?oach

. to €6nsumer Edb/9t1on for Adults," states some chardcteristics and . . B

problems of the first three‘g%oops ment1oned . .
‘ ' \ oo ' -

Low Income: Food stamps are commonly used by the 16w income consumer
« to purchase food. Used, or secondlhand,*clothing is often bought at

budget stores; where sizes may be hard to find and se]ectlon]1s

1imited. Often, the consumer is forced by insome to live in hous1ng

’

that is crowded, d11ap1dated poor]y 1nsu1ated and 1ack1ng decent to11et ‘
and k1tchen facilities. Most of th1s housing s rented rather than

‘q ~--o§ned,.and sonealow income consumers do-noézhave a lease or have trouble,
understanfi?g the lease they do have. Household furnishings are

i {I ‘often of  poor qua]ﬁti,'reouirjng frequent replacement. Medical and

» ‘ N s

”

4

‘.' . 7 ]Dyer. Del and Gene McMurtry, 4-H/CRD Youth in Action Improv1ng The1r—~_\\\
- . /tommunities, Extension Division, Virginia Polytechnic Institute and State 7
- / University, Pub11cat1on 486, B]askégﬁrg, Virginia, Repr1nted 1976, p. 75. "~

o s . 3 N
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dental costs are e)tremely expensive relatiye-to the Tow income

group—s financial Situations ey

Public transportation if it is available also poses'problems With

its high costs, limited space and/or 1nconvenienceu Credit 1s. B

something practically unknown to this group, and employment is often 3
‘unstable ' o
Elderly: InadequaLe nutrition is a major problem of the elderly.

‘This can be due to factors such as limited income, lack of or in-

—ability to use transportation to the grocery, little mot1Vation or
energy to prepare an adequate diet, and lack of resources (finan- -

cial or knowledge) to prepare special diets. Aged. persons may be

forced not to take advantage of saVings through buying in quantity
- because of lack of storage space or a preference: to buy smaller .

amounts. Maintaining housing can also be difficult. A house may. .
become more. than a senior citizen cares to or is able to keep up,
and housekeepers are often unavailable or expensire. The need for
health care usually increases with, age. icare has helped to al- b
leviate a large portion of these costs for the elderly, but they stild
face "the medicare applﬁcation procedure the possibility of health frauds,
and/or the choice of a nursing home. Id-add\tion to the€ same trans-
portation problems as the e ow income many senior citizens are faced

with a serV1ce that is inadequate to meet their special physical needs .

. Blacks: As in all population groups, consumer problems will vary

greatly aceording to age or SOClO -economic status, h0wever this racial

-minority does haVe some . problems tHat are different fromwthe overall

national population. ‘ < ) L

-~ 3
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A large numbe;No;\;TaEPs<are‘urban dwellers™: They suffer ore than other

‘ cred1t and f1qﬂ;ng hearth éare. These prob]ems are«geometr1ca11y n ,J

' may not ex1s€"\‘his commun1ty. Someth1ng as S1mp1e as a curb at a *&

groups from tge hardships of re]ocat1ng upon~he1ng forced to move

from the runddwn inner c1ty areas. B]agks ,must often deal- w1th . ' "

d1scr1h1nat1on when search1ng for better %ous1ng, applying for. - 1 ,

increaséd if poyerty 1s’also a- factor And educat1ona1 opportun1t1es . \

for b]acks have trad1t1ona]Ty,been fa{—below those of other. con- - -

sumers (Keep in m1nd that blacks who’f1t into the other categor1es

L

| d1scusséd w111 experJence the problems part1cu1ar to that group, also. ); ; o
and1cagged PrOb]ems of the b d1capped w111\vary accord1ng‘to the’ i
type of d1sabg§1ty . However, sfor the purposes of this manua] - .;\h‘
"hand1capped" //Jl,be used to refer to physical ‘1mpa1xﬁénts (other than, o
problems with s1g fh{earmng, or speedh), espee:a]?y thoje tnazﬂfon_ P B )
fine the person to\a wheelchair. _» ° : a@l\ S B 1.'

\ﬂne of the nfain problems encountered by the hand1capped i

of structura] barr1e S. For\$3rsons w1th 1imited ambu]atory eans,
hous1ng w1th ramps, wider doorways and to1152 railings may pe hard
to_f1nd ~public bu112\ngs ($uch as a grocery store, restaurant, ~'
courthouse,-or schoo])u ith ramps; éﬁevators, and w1de qu1ng spaces-

L 4
crosswalk cou]d 11m1t a andicapped person s mobility.. . - .

Most/pub11c transportatjon services do not* make prdt1slgn§ for

: - /
whee]chafrs,-andzriding in a private car may redu}pe anotirer-person

TN

to drive. - N &

resource Not only m y’the persUn encounter structura] barr1ers~at b, 3




the p1ate of prospective employment, but he may also face the problem 4

of be1ng passed over in favor of a less severely handicapped job « =

appJ1cant--1f the employer wou]d even cons1der hiring a handicapped
ek > R ) . ;

.

employee.
Depending\on the seve&?ty of his impairment, the person could
possibly have trouble with reaching a wall telephone to dial'it,
opening a can of food, 4or buttoning a shirt.
And the med1ca1 b1lls, of course, may pose a financial. burden "
on the person and his family. His requjrements for rehab111tat1ve
services and/or spec1a1 equipment (such as a ‘wheelchair, walker,
prosthetic, etc. ) may be addqtnonal expenses, dependinp on his - N
eligibility for_ public asswstance - ¢
When planning-a community consumer education workshop for these

target groups, keep in mind these géneralities ‘about each- audience,

0 Methods of handling these problems can be jdeal topics for,the.workshop.

S T WHO ARE THE POTENTIAL SPEAKERS7

X Before dec1d1ng upon a speaker, cons1der two po1nts--h1s know-

ledge of the subject and h1s ab111ty to effectjve1y corrmunicate ’
this knowledge to the workshop participants. You will probab]y have
an 1mpress1ve pool of ‘talent in your locality on which to draw

"Businessmen, physicians, attorneys, (h1gh) schoo] teachers..., college .

professors from area 1nst1tut1ons, bankers, local government officials,

", and representat1ves from State and Federa] agencies will” also willinglyséés - -
. "
speak on topics, in their areas of expertise wl The Office of \

¥

. ]Lowe, Ross E. and Patricia Tresch, Consumer Education N1ahts, ' -
0ffice of the Super1ntendent of Public Instruction, Springfie - “
Nlinofs, f.d., p. 5. | e ’

A ) i s .
Y
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» ' . ~
"the Superintendent of Public Instruction, State of Illinois, gives

. . /. Ce s . .
some ideas of possible topi¢cs and speakers™in its publication Consumer

: s :
Education Nights: . \
. , - Topics ! ' Speakers
v ’ . . .
" Financing a College- Education . Financial Aids Officer, Area’ N

- : University ‘ '

Fraudu]eﬁt Practices You Should Federal Trade Commission
Know "About Representative

“ . D ..
Getting the Most From Food Stamps Public Assistance Official
How to Buy Furniture . Home Economics Teacher
How to Buy App1iankes . Home Econoﬁ??§~leacher
How to Buy a Uséd Car Auto Mechanics Teacher
i How to Save Money on Clothing . Home-Extension Advisor :
Steps in Personal Budgeting .Consumer Education Teacher ,
Ways to Save or- Food USDA Representatiwe
Ways to Save on Auto Repairs -Auto Mechanics Teacher .
. Ways to Save on-Health Dollars Member, Local Medical Society \»
. ‘What You Showdd -Know About . Field Representative, Social .
A . Social Security o Secyrity Administration .
What You Should Know About . Member, Local Associatiod.
Life Insurance Policies : of <Insurance Agents
What You Should Know "About Credit Bureau Manager,
Credit
N ',‘ v N
What You Should Know About Member, Home Builders 1
/;ia’ . Home Buying Association R
I What You Should Know About ' Member, Local Legal Socjety
yi]ls and Estates ;
"Your Rights as a Tenant ) Le§a1 Aid Representative

Your Nelfareiﬁfﬁhtx Legal Aid Representative

’




" often bring their own audience. . ,

R

This is only a beginning Tist. Using your creative thfnkjng, think

A}

of -the many people who can be both informative and kpow]edgeab]e. For
example, in buying a home, you can draw on realtors, builders, bankers;
other fiﬁgnofa] ipstitution53 appraisers, educater;, pérsonsuwho
;eceqt]y bought, bui]ding inspecfors and go&ernment,officia]s.‘ Pahe]s

well managed can bring out diverse Points of views. Remember, speakers

B

HOW TO RECRUIT AND WORK WIPH VOLUNfEERS ’

In carnying -out your Community Consumer Education Workshop, many
of your most diligent workers will ‘be volunteers. Therefore, it is

important for you to know some general guide]ines:for recruiting and
working with volunteers. Here are some ideas from the National

Center fgr Voluntary Action, "Recruiting Volunteers", pp. 10 and 10A.

]
ot

Recru1t1ng vo]unteers g

t

- Commun1ty groups will be one of - your best contacts in searching for
volunteers. Many of these~groups will be looking for a worthwhile
project or may already have special purposes that coincide with your
pfoject. Th%se groups—aée numer,ous--church grodps,(high $chool or college °
clubs, fraternal organizatioqs, men's and héﬁen's sérvice clubs,
retiree groups, professional érganizations, etc. Anid they can be
approached in various ways. You could §;eak about your prqject at one
of thei; meetings and indicate how volunteers can héip. You could send
a lettef; oyt]iﬁing your project, to each president and ask that its N
Contents be shared with the whole group. You could include an announce-
ment of your project in the organizatio;'s hews]et;er and inc}ude a |

hd ’

-request for volunteers. ' ) N

29° o .
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- Public media (newspapers, radio, TV) are another way of reaching potential-_
volunteers. (See the sect1on Pub11c1ty and Advanced Market1ng for
details on working w1th the media.) 4h1s method\Qf appealing for 4

volunteerslmay be quite effective if accompan1ed by a story about your

 project. . “ S \
pr Je . . pﬁ‘ ® -

- Bulletin boardsjand posters'placed in stnategic areas -ean reach selected.
- ”

groups. Cons1der churches, grocery stores, schools, 11brar1es, banks,

-~ -

barber shops, etc. You should include information about’ the voluﬁteer
. ( [
opportunities, a brief description of’ the project .and when and how you -

-can be contacted
~

~ Personal’ contacts or Word-of-mouth advertising, can prove to be
b

most effective. "Whether in one—to-one conversation, over the tele-
Bhone to a friend, getting together in a social situation, in a speech
to a group, there is,no-substitute fo? personal contact between
recruiters and potent1a1 volunteers. "] i ) i ol
;\755 Working with Vo]unteers : . ’

- Upon knowing the person's qua11f1cat1ons, place h1m in a job that

PR

makes use of his existing skills.® In genera] he will be- happ1er

. -/ \
know*ng that he can handle the ass1gned task, and you will save
’ time in his training and orientation. These qualifications A1
, P .
usually surface in a conversation. Z

A}

- Make sure that your voluntger nas an opportumity %o gain as well

as ta contribute. Servjog his "self-interests" Usually maintains

- ,,‘ “5 . - R
motivation and results in bétter committee' placements. Make an effort
L4 s . .
to discover any of his “hidden" 1nterests during the conversat1on

g st o

L *

- \

1
Nat1ona1 Center for Voluntary- Act1on Volunfeer Recr/nt1ngA V1ews,
Techniques ang Comments Wash1ngton D.C. May, 1974, p. 20

"4' . ."\,f . “6 . Vf{) -
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- Provide the recruit with training, orientation, and a "job" descrip-

tion. In these, be sure toigtate exact]y what the voTunteer jo

-

is and explain why the volunteer is doing a part1cu]ar task.
~ s
This Way, he can see how-his work fits into the who]e, he can-be

ey
{
more effective spokesman for the proJect, and he can know exactly
. g - —
W& ’ what is expected of him. o —~

"- Make sure thie volunteer has one supervisor to whom he can report, §
‘turn'to if hé has*any questions or problems, and share "success
stories“ with. This is necessary for.a smooth, efficient operation.'

| - - See to it that the volunteer regularly-reports back to his s_super-:
visor (usually his task force cﬁéirman) In order “to ap appra1se the

.. progress of the proJect and to help: ward off any problems.

—

Reporting can be done in writing, through persona] conferences, or

. - ' -
‘ in. ‘group meetings.

- It is also important to keep your volunteer “informed, particularly )
about the proJect s a who]e When kept 1nfbrmed his work will

.mean more for hzm apd, again. he will e a better spokesman for

-

- the project.
-Ina ngtshe]] treZt your vo]unteer as a paid emp]oyee If treated =~ *

as one. he will be more likely to perform as one.. (He may even -call

.

upon you later for a reference.)

o~

Above all else, recognize the efforts of your vo]untegrl :Since he ",949
is receiving no money for his work, "pay" him with a thank-you or ‘
e, : a figurative pat on the back (such as a personal note, a recognition

- party, a cert1f1cate, a letter to his emp]oyer, etc.)

n

Remember--w1thout the vo]unteer your accomp]ishments may not have

«

X ——
. LI NN

. 'been possib]e./

A
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STEPS T(?WARD ORGANIZAT ION

Select a steering committee /) {

Systematic planning is a must if thé workshop-is to be suc-

cessful, and it is the responsibility of the steering committee o

&
{

" to see that this planning is accomg]ished. The ;teering comy
mittee's leadership and motivation to carry through the project
are, likewise, important factors for success. Ydur first

© task as coordinator pro tem is to convene reépqnsiQ]g persons .
for thiﬁ"&ﬂﬁﬁhitfee. S 0 . .o
. /i:' It is recommended that you select these committee members
from within the geogfaphical‘area that your project will be
serving, while also making sure‘that those chosen are familiar
with community resources that can be utilized for an effective
-

yorkshoﬂ program. Comm%ttee members should also have)a“feei for

the consumer prqb]ems and concerns of “the local residents, part®

A t

cd]ar]y of tﬁe workshop's targgtfaudience. -Xfu might 3pn§iden .
" such persons as human service brovidé;s, members of ]gcallconsumer
groups, educators, consumer 1eaders,‘]oéa] governméht'officia]§,

and éervic;‘;rganization members, to-mention a féw.

Schiller states thgl “the appropriate size of the steering
committee depends in phrt“on fﬁe work to be done and the time thaf
can be given by variqus people. The ideal group is small enpugh
to get the job done efficiently, but it should ha&e an outreach

"toa 1argé inf]uential'audience for a mu]tigle-perspectives
digcussion<pf the problem. " (p: 4) Harris et al. recommend from
» five to sevén«members for a‘wbrkéble steerin§ com@ittee.

Those invited. to join the stéering committee should be contacted

1q§ividﬁa]]y and, uan‘their acceptance, should be sent a 1ett;7
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| L ) ) .

v ’ *

. f/ informing them of the time and place of the* f)rst meeting, their
3

E

o responsibilities as committee membérs, and a proposed agenda of

. o the first. meeting = , ST . ‘ a o e
- . g 7/ t
. vo. . The spec1fnc responsibi]ities “of éhe steering gomm e include:

. C (1) determining the issue(s) and target grg p(s) to be
// ' addressed by the prOJect .

(2) determining the goa] “and objeoti;es of thelworkshOp, . , a
(3) electing a coordinator from the steering committee members,
(4).1eading one of the task forqes, ‘ R

'{ L (5) appointifig task force menibers, : E Lo

' (Si reporting periodically to the coordinator, ;}’

(7) serving as liaison among coordinator other task forces,
. .~ and his. task force members, - ,
’ \

.. ‘(8$ determining the ‘exact format of the workshop, and
(9) promotjng,systematic planning of the projectt.
B Qetermine issue(s) and audience(s) . ' &
One of the first tasks of the steering@committee is.to identify
the issues of concern for;the specificbconsumer group‘with.which
/ you wish to deal. Earlier; we discussed some prob]ems that are
particular to the low income, elderly, handicapped and racial
minorities. We .have alseo 1nd1cated, and hopefu]ly generated, some -
ideas for workshop topics. After sharing these sections with the
steering committee members, decide ;n your workshop's target
. ' audience(s) and choose the topic(s) whicE will help these/citizens

to deal with their problems. That is’ the stegering committee\myst

s,

f/} review the consumer concerns in its locality and tonsider those

which will aid the target groups in coping with their particular
N « A ) N ) / - At
- problems. - ) .. -

To ascefrtain the consumerxproblems in‘your community;frefer back to

—

| J%E‘l(;l : o K | .33 L | ‘ l
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4

the guidelines on pages 6-17. Hopefully, you have, se]ei:ed com-
mittee’ membevs who, with the he}p of these guidelines, will be
quite aware of the .concerns of the 1Lca1 target groups. And, }ﬂ(//

! ’ . remember, it is desirable to hear frgm each member of the

-

commi ttee. -

If you prefer to focus on target aud1ences other than the ones
we have d1scussed make sure that you deal with their part1cu}ar

#
consumer problems (which may be the sam\or\ different from :jhnse

~

on pages 17-20).~_Mh1chever.target group(s) you choose, the-

[
4

guidelines for ascertaining their consumer: problems will proVe
just’as effective,, ,fﬁ*
' C. Determine workshop goal and obJect1ves

3

Once the steering committee has depenm\ned the ta:get group(s) A ,
and problem(s) that 1t wishes to focus ong the néxt s!ep 1s to -
’decide on the goal of the workshop and the obJect1ves for Tea@h1ng
that goalt This is an important task, since much of the p{qnning '
> for and conducting of the workshop éessiqns‘will depend on the
goal and objectives of thé projecti‘ Establishing a goal and objgc;
tives will also be a.helpful gauge fdr later evaluation ‘of your
/FJC) efforts. Share with them your results from consumer groups.
The gogl is the purpose of the workshop project--what you
\ . want the workshép’to accomplish. 3efore d1scuss1ng the goal, review (/‘
‘o ’ the consumer prob]ems and needs of your target group(s).” These
\ will be 1nstrumenta1 1n determ1n1ng ‘the goal of your workshop. You

may decide to focus on a prob]em;that is moFgrpress1ng or one that

affects aﬂnajor%ty of your target population. Also, consider the

T

. amount of time that will be avai]ab]e.aﬁ your wofkshop. You want

A - to be sure to limit or expand your goal so that it can be aé-

4

4+ ’ '
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comp]ished within the. time frame you are cons1der1ng And,
v, .
‘ - . establish a goal that is rea11st1c K reasonable goal (one that’ //-
( ‘ can be accomp11shed in ‘the alrgtted amount of time, can deal w1th

/ a. problem or meet needs,’ and can benefit most of your part1c1pants)

d .
is.a goo goal ~

~ V . -
’ Objectives are the pathway of achieving your goal. e list of = .7
/ _ . . L.

objectives will help you to stay within the 1imits of your goal ®

A%

while‘;Tanning the workshop, as we]l as help you to'recruit groups’
and indiv1duals that can 1dentify w1th your specific aims, c]giks
McATister. (p G) Your objectives, a ‘specific out]ine of how you
intend to accomplish your goal, should 1nc1ude uhat is to be done,

resqurces for doing it, who it will he]b, and the results that ane
~ . . ‘ . . ' \__ N :'\

.
- )

desired.
0. Funding . ' | -
Regardless of the magnitude of your prdject, some¢ ‘funds al'ad/or,ir

, services will be necessary to stage the consumer education workshep.
/’)/ -

_You will need space, equipment; ~dUpHcating services, secretarial-
services, postage, name tags, te]eph'onﬁxpenses, travel monty for
N speakers, etc. Hopefully, the "commun1ty nature of your project

will help to defray some of the costs through donations \ Here dre '

2
<

. several examp]es of resources which may prove fruitful:

- Your own group's funds.may be available. ‘This mlghI be
) part1cu1ar1y true if your project meshes with the spec1a1
© interests of your organ1zation )
' Q\‘-«Dependmg on your audience you may want to consider charging
R + a registration fee for attendance at the workshop. But de
' careful not to discriminate against those who are not
financially able/to afford the fee. (One solution to this,:
if your funds dre sufficient, might be to offer‘scholarships,
especially if a meal is served during the workshop)

' - Another idea is to have “two or more, community groups to co-
sponsor; $he workshog~\ Their combined resources may be. suf~

35
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' \ v .o
' I
f1c1ent to cover the cost of gonductmg the workshop, and . {
co-sponsorship is a good way for groups to g in- conmyqty -
. visibility." . -
¥ . 4 . .
In-kind services are just as good as money. Try to get space B g
donated from a bﬂdsiness or use a community Quilding, s‘psakers who . -

won't charge, and varitous other- services from commuyfity ‘groups. See

]

if a 'Ioca] business or the ‘local chamber of commerce would care 0" - °

offer door prizes and refreshments. N R
)’ T » ! ‘ LN
Elect someone from the steer1ng committee to be the f1nanc1a1
\ .

coordinator. ' This person wﬂ] need to keep accurate records for

«

\ reporting after the workshop_ is completed. Also,:\‘draw up a budgét L

f-

for approval fy the steering committee. These tasks need to be done

before any money,is handled.

= E. Determine workshop format S A
1. Date and time ‘ / ‘
S “When se]ectm'g the exact date and time for your worksh.op,
keep your, target aud1ence in mjnd Schedu]e it at a.con- \
‘ . ven1ent time for your audience; and avc}ld se]ect1ng a date ,
that conflicts with other commumty events, such as. baH
) games,/ evening church services, weekend holidays, etc. ,The.‘- _' \

. amount of time for the:workshop depends upon ‘the travel dis-

tance involved for- the partw’c"ipants and the,workshop‘topics.

‘ ‘ Allow some time fer the participants to get to know eaic'h‘ o
. ‘ K other and ‘to talk to the speakers. l\nd? abpve all; atlow : - \ ‘
- sufficient time for planning . o . S
‘ wrkshop session top1'cs ) A_ ' | b
“, ) 'Your\g"ovall,\objectives, and the‘-needs of' your target ‘ >

¥

‘. aud1ence are the factors on which to base the decision of the

% . . "sessions to be ,offered at the workshop

: . 36
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- TJ} steering committee should design tentative workshop

titles that are interesting and informative. The titles are

_what prospei:i;7apart1cipants'will use to gauge the rela-
tivity of th orkshops to their problems. Often, multiple

workshops will help. These titles can also generate-excite-'

‘ment about attending.

. - s
3. Design of workshop e .4 .
[ *

The' workshop design will depend on the-amount of time
o
allotted and on the subject matter presented. The critical
element fo the success of your design is allowing Enough

- " time for the audience's involvement. . Their- involvement
v ) . \ 3 ' “
lj . increases their stake in, ownership of, and practice of

a . the presentatioﬁs. Ways to provide an opportunity for

audience. involvement include:

.
——

- sma11‘grodp discussion after the speaker's presentation; >

' p - panel discussion, after which panelists lead small
’ ‘ group discussion;’and : L L

- role playing by audience members, whereby skills R
" « ' presented in the speaker's address are practiced.

B (For aihmre detajied discussion of involvement, see Section
< R B, Informal learning, on page§~47-48.)~ ¥ '
Schilier (p. 7) shares with us an example of a_warkable )

S . ' N
> . design that depends, as suggested earlier, upbn\}he time

" ,allotted and the subject matter presented: | -

A ~ R \

[ &Y
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Full day -Afternoon-Evening Evening

-

" 4 Keynote Speakér and.Panel with Various Perspect%ves - -
"9e0-noon” | - 4:30-6:00 7:0if8do

Luncﬁtijne -
12:00 '

Dinner
6:00-7:00

’ Workshop Session(s) with Resource Peop]e[Speakers
.1:3073:00 [; * 7:00-9:00 AJ 8:00-9:00

. Wrap-Up/Review/Total Group T
3:30-4:00 [ 9:00-9:30 . - l © 9:00-9:30

3

' F. Organize for efficiency
. ' Up'to this'pbint, the person or grbup who inigiated the project —~
- probably has-been the coordinator pro tem. It is now desirab]e
for the steering comm1ttee to elect a permanent coord1nator and
\recorder. (The remaining steering comml;tee members y111 be exqfcted
L to head the task forces.) The project initiator may be elected
coordinagan but thi;'is up to the’steen{hg commi ttee. P ‘ﬂ .
The permanent coorqinator has the résponsibi]ity of meeting
_ periodically with the task force leaders, either iqdividual]y”or
as a group. He also must mafntain'a‘good_jnformationvflow ambng ,
the committées; be prepared to help resolve any problems that may
arise, oversee the prbgress ;f the planning and implementation
- phases, and help -in the evaluation.

- - ‘ . . ’ <
.

der's responsibi]ities'include: maiptaining accurate

- . - records of meeting proceed1ngs, distributing the meeting

.recommendat1ons to all comm1ttee members , arranging meet1ngs and

~ D sending reminders to all members. a . ' -

-
-

=l . \/ v ? ‘ N
Vd . 3r) n .

, g 4
. | o ‘__,.———*”’
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As breviously mentioned, the other steering oommi}tee members

will be expected to head the.task forces. .These will probably R
speaker task force ’

space/equipment/meals task force .

publicity task force : : s
invitation/registration task force :
evaluation task force

include:
\ )

A

‘When members have selected a .task force to ]ead they may begin -
recruiting persons interested in work1ng on their commﬂitee The
leader of each task force should select a recorder and set a me:t1ng
time for the group. Each task force shou]d.funct1on on its own
However, these individ@ta] schedules should be in cooperation

with the entire project, since oftentimes the progress of one task
force depends upon the work accomplished by another.

The responsibilities of these task forces will be discussed

+ .
throughout. this text, and a checklist of duties can be found in
‘ : AR —

the appendix, for easy reference.
/1

b

*>

~

Approach speakers/session leeders
The task of findihg'speakers or sessionileaders needs to
be accomplished fairly early in the planning stages, since much

/o
of the publicity depends on tﬁ1s. Following are some guide%1ngs

v

for completing th1s task. R
The speaker task force, as we]] as a]] other task forces;: y

should be informed of the plans to date, such as the target group(s),

workshop design, session topics, goal,-and objectives. With these
in mind, the entire membership shou]ﬁ be offered‘a chance to express

suggestions.

Al
.




when generating 1deas for ggtent1a] speaker(s), members shou1d.r4: . v
cons1der his know]edge of the subject as well as h1s ability to
communicgte thts knowledge in an understandable manner. Task force“
menbers should also be aware of the potentiaﬂispeaker's viewpoints -

on the issues. Theﬁdésign of the workshop,(discuSSed On" pages .

AN

30-31) may determine wh1ch speakers £0 choose; e. g s you want to R
choose someone who fee]sscomfortable in a panel. s1tuat1on or someone .
whQ wiTl not hamper group participation. In other words, try to .

involve a speaker whose own goals can gé achieved, as well ad\those -

.- ‘ i ,/’. /_ FEN N

of -the workshop project. TN . -

) . /s

lssue?you;/fnvitations\as soon as possible, and request a prompt -
. R A ..&/

v

reply.; YOu'may inyite potential speakers by phone or in writing,

- , ‘,;u'f N 4 . , -
but be sure that they receive the fotlowing inégrmation in writingT/’_‘ v

conference location (obtained from space/equipment/heals'task force),:
date, time, -aad planned durat1on§ conference goal ‘and 6bJect1Ves,

’ { »

L

type of audience expected workshop des1gn exact nature of the 7"’;;4
subject he will be cpver1ng; arid the exact féE!F1f any, you are e

- ¢ —

of fering. Yp’”a]so need to ask if he w1]] be detr1but1ng any A

handouts, and, if so, who w11??be respons1b1e for duplicating .,

4

them--you or he. Remember to inquire about any special%%feds ~

—

for his pFEEentation--audio-visua] equipment, blackboard, etc.’

- . - . ‘
' (This should be sharedwwith the Spaceéequipment/méals tgz& force so

e

- that arrangements can be made to have special equi%men; vailable.)

*

For the publicity committee, you should request his vita and . ////
N . i ) -
pictére; and send his name and accurate title to the invitgﬁion/
'registratjon task force. o o -
. - : / TN — .

~
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= " Once he has comm1tted h1mse]f send a letter of conf1rmat1on, v
thank1ng him for. his’ acceptance and ver1fy1ng such 1nformat1on as
S location, date, time, and special needs. -
H. Arrange ]ocat1on/spec1a1 equipment/mea]s . ,: L
Hand]1ng the physical’ arrangements of the workshop is the duty,
of the space/équ1pment/mea]s task force. This task force must be !
" .aware, of the planslthus far in orger to find facilities to |
. - accommodate these p]ans.‘ That is, before choosing a location,
this task force must know such things as an estimate of how many
participants to expéct, how many individual rooms will be necessary
#ox. conducting separate workshop sessions, and the date and time \ '
se]ected~for the workshop. 0f course, this means the task force
must establish cr1ter1a for the facility: being-avai]ab]e on the
date and time se]ected be1ng large enough to accommodate the an-

-

‘t1c1pated audience, havingbone room or auditorium ]arg enough
for total_group sessions, and havin§ enough smaller rooms for
individual worhshop sessions. I(It is not\advisagje to hold these
‘individual workshop sessions at the same.time in different corners
- . of a large room.) Also, keep in mind any specia] needs of the -

participants. For example; if your target group is the elderly A
~ or hanoicapped make easy access-one of your criteria (i.e., don't
decide on a 1oc;t1on only accessible by twenty steps) Once these

cr1ter1a are known,’ the task force can setgﬁht to choose a location

¢ o for the workshop. ~ (Aga1n hopefuﬁ]y, the “commun1ty“ nature of the
oo prOJect will result in no charge for the fac111ties ) - Check

first on facilities that may be avai]ab]e from the sponsor. If
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this does not prove fruitful, check out community buildings such

as churches, banks, schools or community centers that would meet the v'

%
criteria established. If still unsuccessful, the task force may

] {
need to approach conference facilities’, such as hotels or

motels. Budget constrainfs must be uppermost in mind ¥ facili- .
ties are rented. . Once the location is chosen, be sure to share .

~
this 1nformation with other task foTces (especially the pub]1c1ty

task force), and get a confirmation of the reservation fn '

writing. It aiso7night‘be a good idea to ask for a map or, at

1east, directicns. : \_’;_\‘ )

. “Any special equipment needs should also be handled by this : ' é%!
tésk\force. One responsibility is to Qork'with the speaker's

‘task fo;ce to learn ot the .needs that the speakers and workshop

_ leaders might have. These ceu]d include audio-visual equipment, "

. screen, easel, blackboard, podium, -etc. Th® task force should

also be famil#ar with the room set:dp that the speaker or
1eader~des1res and arrafge chairs and ‘tables to suit his needs.

It is desirab]e to choose a 1%cat1on that owns this special
equipment; but if this ig, not possible, try to borrow what you

heed from schools, community colleges, or other area organiza-” e »

<

tions. -

2

If the workshop 1s<§£signed to ihclude meals, several alterna-
tives_cah be considered by the task force. Participants cou]d,be
asked to bring'sanawiches, boxed lunches could be ordered, or
meals cou]d'be prepared at the facility. I1f you décide to have’
group meals, a.separate dining area shoqld'be available so that

~ table setting and clearing would not interfere with the program.
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« Should -the budget allow, meals could be subsidized for partici-
pants who have 11mited*resoun;es." It would be feasible to

ct . let the pérticipants have meals on théir own; but more peop]e.are
o Tikely to stay for the afternoon or evening session if lhe meal
" is provided at the site. Hhichevér alternative you choose,.be -
sure to annguﬁce meal arrangements in the workshop literature so
"that participants can budget their expenses in advance. Be sure
to confirm in writ{ng4any meal arrangements that are made with
the facility, and set a cut-off date for refunds to participants.
., For an evening-oﬁly workshop, plan time for a coffee break ang
group 1nteract1on ‘ . . . :

I. Bu11d ma1i1ng 11st of invitees/prepare invitations and pre- )
rgg1strat1on materials t }'
- The invitation/registration task force is responsible for -
devising a ma111ng list of prospect1ve‘part1c1paﬁfE—"‘Tn‘making

their 1n1t1a] plans, the steering committee may have begun a list
of individuals or groups to involve; if so, the invitee list could s
be built on to this " The 1ist should 1nc1ude commun1ty leaders,
organizations and agencies catering to your target group, voquteer
- S grougs,‘educators,'media representatives, and especially individual
‘ o . members of your targe£ group--perhaps the clientele of your
steering comm1ttee and task force members. It is the responsibi-
11ty of the 1nv1tat1on/reg1strat1on task force to bu11d this list
to its fullest potential, while keeping in mind the physical con-

"straints of the workshop fac111t1es. A good way to avoid OVer-

R\ 'x?ding the capacity of the facilities is to-issue invitations
. v - ~ - .,
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_periodically. Jgat is, you go not’ need to have a complete mailing: g .

¢ %K

- list before mai]inﬁ invitations and pre-registration matekials.

Future nvitations can be mailed-as the mailing Tist is expanded .
. . : 1y ]

v

and can be gauged’by the number who pre-register.
Thg invitations themselves should include information such as ' ) - -

the. name and purpose of the wdrkshop, %ben and where it is.scheduled,’

. 4

. : * . )
directions, speakers' names, topics of workshop sessions, sponsor's

o

name, deadline for pfe-registration;‘any fees, aqd wbrkshop agenda.
It is. very desirable ta‘mai] individua] invitations and pre-
registration materials to those on yoér.]ist. However, if thé
mailing Eost:prthbits fhis, consider pr;nting iﬁéée in the local, C \
newspaper (while working-closely wigh the publicity ask force)"'’ . ///
and distributing them through other agencies. O0r, :S\you know of N
organizations that publish a newsletter, ask about including an
invi@is}en/and pre-reéistratibn form with the next mailing. On éhe

invitation, you can even ask for the names e{ others interested \’

in the topic. Depending on the number of replies froﬁ.each of fa‘

these methods, you &h determine the’mbst éffect{ye way for

issuing future invitations. ‘ T o o
Nork;hop day (or night) will proceed more smoothly.if pre- ‘;k\

registratijon is encouraged.' The pre-registfation materials should

include information about the participant,-such as his name,

address, phone number, occupation, workshop choices, and a place

to indicate meal reservations (if a meal will be served). Include -

a cut-off date for refunds, name of the pefson or ‘organization to-

whom checks should be. made payable, and a deadline for pre- ‘&

d ' . . . . . \

44 N
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_etc.}. Be sure to 1nd1cate that this information w111 be

38

) %
x

‘registration. Be sure to ind1cate a return address. Any member

-of the 1nv1tat1on/reg1strat1on task force could agree td receive

Ky

these, and he should beg1n a reg1sjrat1on list as soon as the
forms start coming in. (This reg1strat1on list will be used to
eheckhoff'participantsfés they arrive at the workshop. The task
force will also need to make name tags from this 1ist.)

Where meals are to be served dur1ng the workshop, be sure to

tkeep the space/equ1pment/meals task force updated on the number

of participants 1nd1cat1ng they would like a meal reservation.
Fee payments that are received in the mail shou]d be -given to the .
financial coordinator, who shoyld send receipts to participants .
who have peid. . i
If you p]an‘to waiver- fees for some'partﬁcﬁpants, you may want
$o include a separate form for this purpose. On this form, you .
would need to obtain the persoh's.name, family size, income, and
any other information you see necessary, for degjding if the person

should be granted a fee waiver (such as age, employment stath,

hand]ed conf1dent1a11y These applicat1ons for a fee waiver
should be returned to the 1nv1tat1on/reg1strat1on task force
Based on criteria that has been_pre-determined by this task force,
the dec;s?on concerning the fee weiver should be reported to the.

applicant as sdon as possible.

If inviting low-income persons, you may need to consider some _ .
7

\'alterhatives to their stamping a pre-registration mail-in form.

* You could include a se]f addressed, stamped enve]ope, however,

QE this could prove to be costly Forms could be co]lect\a\through

-
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agencies or organizations having the same target group. Thesg

would need: to be gathered period?ca11y~by a task force member.

~TeTephdne pre-registrations could be accepted; however, a written

form is pﬁeferable. If none of these methods seem feasible, you
may decide not to have pre<registration if it will interfere ywith¢

the respohse,fFom your target group. Just keep in mind that pre-

. . J v e
registration does make for a smoother registration time at the workshap,

- and it doeé allow a chance to consider requests for fee waivers.

When timing the distribution of invitat{ons and pre-registration -,
mater1als, be sure to a]low a realistic amount of't1me for output
and feedback Seﬁd these materials with enough 1ead time for the
publicity to have been initiated, the iﬁformation to reach the

1nv1tees, the 1nv1tees to make®arrangements to attend, any fee '

< ’ A

.wa1vers to be cons1dered the pre registration materials to be’

N
rgturned, and for additional invitations to be issued if the response .

is low> As you can see, the timing of this task’ force will

; . R by - ¢ . '
depend largely on the size of the workshop, with smaller-capacity

~. - A ) ‘7’
workshop projects requiring less lead time than larger ones. X

’ d

’ " PUBLICITY AND ADVANCED MARKETING
A.: Use of thamﬁx . . J/ - 2
d

The, success of this workshqp will greatly depgnd on its ability

vskondeVelop a positive public awareness of 'its work. Publicity nd
advance marketing is the mechanism through which most of the com=-
munity,is-acquainted‘with‘the'workshop's purposes. ~ .
A.%heme can be quite useful in st}muletind the interest of Qqur
target_groups (Tow income, elderly, andnraefél hiﬁbeieies)i But for

-'.
\ .

&
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the theme_to be effective, it apd the program must be Based on the .

¥

needs of your target audience(s) in’terms that they can perceive.

The theme of this workshop shou]d'reflect those problems which your.

target groups are f1nd1ng most difficult to cope-with. L
~. .

. . Mhile today's family is troub]eq it is also strong and res111en¢.

i

For most families, uncertainty and concern for the future havenft,

caused just a "Tive only for today" attftude Instead, it has created

~

a desire to 1earn how Qo cope with today and prepare for tomorrow.

v

Your workshop w111 ‘be addressing these obJecttxes Therefore, it 1s\‘

. these obJect1ves that an effective theme can be based on. The

theme or themes should be 1n terms that the auoience perce1ves$
~

. Hitchhiking,with established groups/programs

In developing an effective pupfli¢ relations strategy,'the publicity '
task force shohld ‘make use of fcertain avai]ab]e resources. In any

community, you w111 usually f nd an attitude of w1111ngness to he]p

volunteer organizations. The Tacal media (rad1o, T.V., and print) - \v/._

will usually be milling to offer constructive advice on the type of
publicity you need. An ihterested corporation executive might be able

to render the services of his company's pub11c re]ations depargment.

tjj%fyert1s1ng agencies might v01Untar11y assume\pub11c1ty programs -
r

L

.

Tocal non-profit organizations. A 1ooa1 college might provide
able assistance. 'Loca{Aorgahizations (Jaycees, Lions Ctub, Toast}
masters, etc.) can be useful in promottng your workshops. Finally,
children are often eager to heip paint posters or d1str1bute f]yers

Don't hesitate to en11st cosponsors of the program This may

include diverse groups such as Chamber of Qommerce, Extension Home-~
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makers, Luncheon Clubs, Bankers, Garden Clubs, AARP, Distributive

-

Education Clubs (DECA), community-co]1éges, NAACP, Homeowner51C1ubs,

Retired Army Offjcers (RAQ), Future Homemakers, religious groups,

. Retired Teachers Associations;‘4-H Clubs, uniondorganizations- retail

merchants assoc1at1ons, builders assoC1at1ons, county medica’l
organ1zat1ons, credit unions and others. A group that 1s\pa1d to do
aqpther job can become a vo]unteer for your group such\as a realtor
or a housing (RUD), of ficial. You may have just the ‘program for a

¢ -
non- prof1t debt counselor, a minister who counsels prospective

newlyweds, or a f1nanc1a] 1nst1tut1on official with prospect1ve bor-

rowers.

" { 14 -
How to get and utilize radio time
Radio has adjusted to the age of T.V. It permeates.evéry segment

of soc1ety and offers varied pub11c1ty opportun1t1es Radio is

frequently underratedsbecause it.lacks the prestige of T.V., yet it is

a medium that reachs vast and varied audiences at small costs In

the hands of creat1ve promoters, radio can.achieve 1ncred1b]e results.
Since ra.d1o stat1ons se]eet the1r@1ences your pubhc1ty

committee°can use them effectively in reaching target groups. Since

your target group is the fam11y un1t your committee might chose the

station with the broadest appeal. While the top 40's type of stat1on

has traditionally been one that only caters to teenagers, you
might find a surpr1s1ng]y large number-of young families (whom
you-are very. concerned with) listening to these stations. Don't
-just go on traditional assumptions as to what famjlies Tisten to;
you need to employ your own 1ntu1tion of how your community uses

the broadcast med1um

-
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Nothitng is as important.as the rapport you can estab]jsﬁ.with
the personnel who run your commuoity's stations.‘ Commentqtorsff
B disS jockeys, and entertainers often take on,public‘serviqe causes
and generate considerable Epthusioso for 1op51'projects‘ Persuode .
v the most popular ones to adopt” your cause. They w111 also°1ook
- out for your 1nterest for éxample, seeing that you get your proper
’share~of public service announcement’ time. ‘And, don t forget to
h ‘ T provide all ﬁoca] radio stations with every release that goes to
“ | newspapers and T.V. ' o o
D. How to utilize print me&ia/newspaper, g]ant papers: séhool papers
"The print media can previde 1imit]eséﬁopportunitiesvfor coverage,
" §f skillfully cultivated. It is safe to‘say that.newspapers are, the
(/ most important vehicle for continuing exposure‘availab]e to non-
profit-voluntary organizatiohs."] , » .
Newspaper editors'wiﬁl genera]]y be receptive to your plea for \ ' K\\
help. But you must cultivate their cooperat1on through personal
coptact. Rmember that even though your PR goals are'typ1ca1 of al]
iPR goals, you have a distintt advantage in that you, as a voluntary
' orgapi;%tion, have thé right to ask for free space, editoriaQ 76;;35;,

or other special considerations. A good volunteer PR director can
-win an editdy as an-invaluable ally. R , ;>'

In your r ationship with the local press,’your voluntary
Organ1zat1on s other strong points in its favor. S?nce all news-

papers are’ in feed of good human interest stor1es, newspaper editors

- r g . (AN
-
\

N - . v s ;

- ]Nat1ona1 Center for Vo]untary Action, Telling Your Story--Ideas ‘ g-/
Local Publicity, - .page 3. .
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“will usua11y be more than coopégative in pub11c1z1ng\your actTV1t1es T
X C

Your volunteer program is especially suited to the newsman's p11ght

in that it is one.-of the richest sdurces of 1nformat1on cdncern1ng \ AL

the c0mnun1ty s "good news" (the kinds of act+V1t1es t at show peop]e o L

-he]ping"peop]e)t

-

Also note that plant or company paper dan ~good waytfor'

€

~ reaching hundreds or thousands of people in your commun1ty w1th
. , messages tailored to their interests. Schoo1~newspapers will- a]so|
give good coverage to volunteer programs. Advert1s1ng can be'a Lo
source of publicity for you Sometimes department stores, banks, " {’/

and other bus1nesses and organ1zat1ons will be 1n ‘favor o; gear1ng

. ‘their ads to your voluntéer theme. ,: o™ S A
Y h e ) N\
Remember that good photox can be very useful in te111ng your story .-

’l

and gett1ng more people interested 1n it. Eitter recruit a volunteer

' photographer or e11c1t the help of a nSWspaper s photographer A
; E.” How to utilize T. V a .' : '» V ) o
- \ Television reaches @grgfpeo e er tha Iongest per1ods of time 1}

every level of society than any other med}um A]though it does offer

. ‘% o N
s an enormous potential, 1t 1s extreﬁklaud1f$¥5u1t~tof"develop creat1ve __— /

.

programming ideas totap that potential, 1 égy;¥;

The preceding 1nformat1on on how to.deqﬂ.WJth :.per editors 7

J and reporters applies equally as well to the te} 4)s1on 's personne]
. A 1oca1 station' S news director and reporters should be on ygur v
m ¥ -
- media d1str1btu1on 11st for ‘all releases They ygll often ericourage °

you-to come to them for pre-taped ews segmenti;mv~ ",

RN -
’ : . N 9“!;‘ LS
A I

Tbid.,.p. 8.
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A Since\competition for public service time is usually overwhelming,
3 .
. s
* you shoul¥d make pergona] contact with the T.V.'s staff members who

b

decide oﬁpahblic service scheduling. This will help to assure your
organ1zat1on its share of T. V t1me
"As a guide to those seek1ng programm1ng time on ]ocalastations,

T.V. executive offers tﬁ?ii straightforward tips: 1) approach

‘-h —a

he right persdn in the station (normally the station manager or
\f, * program director), 2) have a definite plan to discuss, 3) have\an L

. Adea with wide aud1ence appea] 4) make sure your program ideas are
+ " e
’ w1th1n the station's techr‘ﬂa] capab111t1es, 5) don't forget to say )

L R oL .

thanks.
If you are not successful with the commercial stations, don't
o L . . . . ]
. - forget to approach the public broadcasting stations. Also, 1f‘th§re

is an operating cable @e]evision in your community, it can offér\wide///

= opportun1t1es for publicity. - .~

"Note that editors on print media and program d1rectors on electron1c .

- - meqia are often "gatekeepers; "ask their advise and heed it.

—— ‘ STEPS TOWARD IMPLEMENTATION s

A. Confirﬁ Speakers ' ' T
P ; : - . About a week before the wo}kshop, the speager task force shou]&
end a letter conf?fmjng the'arrangement; to each of the speake}s
and leaders.. Thiis ]e%ter should include confirmation of the &aie,
.place, time, feeg: responsibiiities, and any other arrangeménts .
previously agreed upon. I# any of the'spéaker's or leader's hand-

‘ *

RV

" Tibta. , ‘51 :
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outs are to be prepared by Ehe task %orce, these must be
7 : ) ' completed. The:task force shou]d also double check ﬁnformatfon
~about the speaker/leader that will ne;used in hig~introduction,
and these facts should béigﬁven to the person dog;;?tne intro- )

duction. .

T B. Prepape”?Egistration and handout materiats

By now (about.one week before the workshop), most all of the pre-

Q

Y]

. registrat}on ;Brms shou]d‘be'in, 50 you should have a good idea of -
who and how many to expect The inVifation/registration task force
shou]d now organize for efficient registration at the workshop A
list of participants should be prepared in a]phabetical order for
quick 1ocatien when the participants check in during registration. -
The task fg;ée should prepgare a detailed agenda for participants. by,

) _ Name tags for each participant,should also be ready for distribution' .

when they check in. '\If the participants are aivided into smaller
groups, these group assignments can be noted in the _corner of the
name’ tag (i.e., I and II or A.and B) Any EaEkets of 1nformat1on .
(such as agendas, mea] tickets, evaluation forms, etc.) should also
. be organized for easy distribution,at the registrationu;agle.

B]ank'name‘;ags should be ava%]a@&e for participants who have not

pre-registered (walk-ins), nd a sheet of paper should be there for -

. 3 .
walk-ins toksign their 'names, addresses, phones, etc.

AN
If you have not arranged for pre reg1strat1on, it will be
necessary to organize even more for the 1strat1on per10d. For).
example,’ you‘w111 have to have additiondal people to work at the
regispration.desk, and"you will neeé to-make a registraeaon forh
__‘_//far\a sheet for names, addresses, etc{) for eacn persdn to-eorr'lpletem

L] . . ”'l
:52" : T . . ’
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TET Prepare factlities o ' o -

-

upon h%soarriva1. Name tags should also be used, bot each participant ,
’ ?

can prepare his,own.‘ Be sure to have plenty of pens and markers

“handy. B - // \ - ‘ : 3

D. 'Make confirﬁetions'of location/special equipment}mea]s ‘ , )'§
““T‘f“ThE“quce/e&uipment/mea1s task force should also be makfng con-

"% firmations about this $ame time. :The building, times of use, opening

and cleah-up arrangements, and equipment use should be double.

.

checked If meals are to\‘e prepared at tﬁe‘faci1ity'or sent in,
the 1nv1tat1on/reg1strat1on task force should be able to te11 th1s

task force how many meals are.reseryed. You probably should s11ght1y'

3

incréase this number of meal reservations in order to accomodate

" walk- ins; however, some of those Who‘pre-rggistered wit] not show up
due to emergencies or 1ast minute change of p1ans Just remember tnat_ -
any additional mea1s muSt be pa1d ‘for: (Depeﬂd1ng on the facility, »
more lead time for con{arming the number of meals to be prepared may

be required.. Be sure you know this po1icy and comply with 1t:)

Several hours before the workshop is schéduled to begin, final
. e ‘ .
"preparations must be made g ;// - ‘
The reg1strat1on desk shou]d be 1n a conspicuous 1ocatTon near the

entrance. 'Where the participants are not fam111ar with the faci11t1es, B

S S

~ signs should be posted, 1nd1cat1ng directions, to the meeting rooms. - Gave -

‘e

.a friend]y and part1c1pat1ve recept1on to your inv1tees as initial

jmpressions are 1ong lasting. If cha1rs and tables are movab1e, the,
b
session rooms/shou1d be arramged as the 1eader or speaker requested
'

|

Microphone, podium, aud1o v1sua1 equ1pment screen etc. shou]d pe set
¢ ~N

. \‘ up as neces ary. Check to see that all the eq?1pmé%t works CIf ‘

/ . . T,

/ a ‘ ‘, .r‘ ) . -
L 7 83 : A
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a cd%f}e break iS included in the agenda, these arrangements shoulq ¥ e

- _be ready to go (coffee, cups, sugar, cream, spoon:: napkins5)- Al -
'G . ) T

the proaect s workers should have on name. tags~ 'Make sure that Tee,
workers have been designated to greet speakers andkleaders And keep <::7<//’

in mind that, even with all the plann1ng and organ1zat1on before | —

g

4. the workshop, it is imperative to remain f1éxible, should 1ast-m1nute '\)

~

»

changes be nepessary.

how--sit'back and relax for a while. You've done all that you

a / ™~ )

T far. Your ks of -hard b t ff. .
can so fa , o' weeks of ha wor//are about to pax.p < ‘ -

) . THE, conrerenc® 17e8 ITSELF ~
Ed ~ ;

A. Timing and implementation still crucial . IR e . N

L4 ‘ ’ !
After you- have had your short breather, it's tiﬁE’to go again, s

1ox

anée your speakers and leaders sheuld-be arniving a few minutes j’ -
. -~ R . v \
early, make sure that someone is there.to meet them and to show. them , =~

where they Wwill be ébeak1ng ¢ _ ‘ ~ 7 Ce

You should have already checked on coffee, seating arrangem ts, .
. & ' /
special equipment, re istration table, etc. to be. sure tha; these ’
mattyrs, are satisfactory. cs_ ’ ‘ .

-

o . Now, th1ng to remember is to start on time! If you are “ -

-

*~ bBhind in this area, 'everytm'hg f@lowing will be thrown off schedule.

Please remembe\\that 411 of your part1c1pants speakers, 1eaders, and. ,
\\j5 w%i:;rs have managed to arrange their schedules around this workshop, '

so*“the least you can do is to be punctual. In other words, keep

. to your agenda. N - e Ty
B. Informal 12;%?1ng C . ° v \\\—’////¢~'

The success of your workshop' s top1c presentat1ons w111 be T AR

T partially determ1ned by your ab111ty,§g provide an atmosphere con- //ﬁ

]
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ducive to informal learning. Participants have to have the op- -
~portumty to -share the1r identities, concerns, and ideas ;n order
to feel some- tnvolvement in the workshop's: process
There are certa1n things you cah do to make sure 1hforma1 learning
happens in: your’ workshop. You might start off the meeting with'an
icebreaking techniqoe. Have everygnevihtroduce themselves and have o
them te]J a feh things aboot themSelves they wouldn't normal]y te]] ®
$ It m1ght also be helpful to d1v1de the workshop into smal] .groups
of two or three peop]e ~ The .discussion w1th1n these groups would be
recorded”and then these snal‘;; groups should meet with two other
"small"groups to form médium groups. ]he discussion in the medium
' grOups should be recorded and theh these meoium grouos,should report .
to thetwhole group what inforhation they'founo. In the beginning, it‘
might be helpful to guarantee anonymity in order to assure free parti-
:j\\\ cipation by all. If this\process is éone correctly, everyohe will .
: have an 1nvestment in the workshop. It is also he]bfu] to allow the
whole group to have a question and -answer per1od to-make sure all

information is understood and is ava11ab1e\to everyone.

* ' Just about anythino‘you can do to make people comfortable and '
relaxed will contribute to-the intOréZl 1earnihg process.( T
C. Making Murphy's Lawwork for you _ ' /.\\‘—’
v J/ ‘ Remember the earlier warning to remain'flex%ble? Ihis warnfng <4 ”

was issued because of Murphy's Law., A borfion of this "law" states -j >

tha; if anything can possibly go wrbﬁb, it will. So the answer to any"°

3
o

prospective problem§,is to'have alternative plans.
Say, for éxample, that one_of the sess1on Seaders gets s1ck On )

' the day of the workshop and can't atend. You eould recruit a stand by

S 95
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leader if one were pre-arranged. Or, you could conbine groups of
part{cipants, depending on how your sessions are to be run.

The'nain‘idea here is to make the norkshop $0 informal that any
problems ‘or errors encountered do not jeopardize the whole project.
Pub]1c1ty at the conference _

If the pub]1c1ty task force has ma1nta1ned and encouraged good
relations with the press, it is poss1b]e that some media representatives
may be 1nterested enough to attend the workshop for pub]1c1ty purposes
This 1s good.. The more publicity the prOJect has, the more peop]e
will be conscious of the issue of consumer.edutat1on., ‘

But would you feel comfortable w h the press running around?

g
Would you feel free enough to have a radjo broadcast durihg the

workshop? Woudd you be bothered by newspapér “people stoppfng things

to take pictures? Re]ax when Ehe "unreeched" public. receives'this
1nformat1on perhaps they w1T?’rea]1ze-that they can have the know]edge

necessary to deal with their consumer-related prob]ems. And this

* increased awareness is one of the major reasons for conducting this .,

consumer education project. Therefore, gkanne] this pub]icity to

work for you by assisting the media wrepresentatives who are present

Have a member of the pub11e\ty task’ force t6>accompany the pres§ and to

4

‘answer questlons e
h we]come and encourage all the good- pub]1c1ty that the project can get

The unannounced guests , L : .

As mentioned previously, you can expect we]k-ins.(those who have-

not pre-registered). Some of these walk-ins could be leaders in the 7

cémmunity,’such as a local government officia],‘en organization”
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participants feel unimportant.

&

rd - ’

president, etc.. How are these people handled--are they given a
special introduction, are they overlooked, or what?
You must be careful not to inhibit the participants-in the work-

shop,-so it may be unwise, to make a big deal about these "special"

“unannounced guests. - However, you do want to promote group inter- ; ﬂ

~act1on and; thereby, the fntroduction of your part1c1pants Like- ‘\Q

wise, the face-to-face meeting of your community 1eaders and their

‘constituents may provide an opportunity for them to eiohange points

of view. -. - .
‘Therefore,_it may be desirablé to treat a]]nparticfpants equally,
and let them discover for themselves "(during the introductions) any
special affiliations. You.may,'however, want to make sure that_the
prezs rnows of any community leaders in attendance. You‘mfght also
want to extend a peréona] welcome to these folks, ansﬁer any questfons
they may have aod offer them any particuiar 1fteratore tHat may be

he]pful 1n the1r dec1s1on-mak1ng, commun1ty projects, etc But

while do1ng these things, make a conscious effort not to nnke other
'\t

Getfing feedback during the workshop ‘ - /’,”
Getting feedback froo,participants is the responsibility of
the evaluation task force. This task force should prebare an
eva]Uat1on form prféE to the workshop, and it should be dis-.
tributed when the partic1pants register Evaluation, Qowever,

may be accomp11shed through techn1ques in addition to ‘a written

L3

form. GSee the Evaluation Section beg1nn1ng on page 52 for spec1f1cs )

2 b

L4 .
, .
[
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: -ﬁhile evaluation after a workshop is a cénmén b}actice, what.
many people forget is that evaluation can and shouldyalso be .
- carried on during a wo;ksﬁop. While'jtabil! Ee foo late to change
major plans, hany small adjustments can beﬁmade along the hay té- “'
correct problems that appear during the program. : T
. . . Everyone involved in the workshop shog]d\blg;la par; in %he) D)

L

"evaluation. Feedback is needed from the'spedkers and participantsw’ ¥
Their comments can help “improve on futuré'confefences and make your

experiences genuine Tearning ones. It might be useful to reconvene

’
o

- , ‘ into the total group and ﬁ%ke reports ‘of each smaller groups' evalua- k6 ~ °
- 4 ¢ -
tions. You also might have observers to see to it that all the goals

are met.

-
1

The major ques‘tiqns.to be asked :"eyaluai:i'ons' involve whether the
N ' 'workshob’ﬁét its goéls and, thereby, addregseg the concernélpf the
participants. In-phe process of,dgtermiping aﬁswers td fhese basic
ques;ions; eva]uatiansican also pqpvide useful information on any of
x,tﬁé WO}ksHopﬂdetails--the format, specific spéakers,'the facilities,
the atmosphere, the interaction. ' | %
J . Evalua}ign islggeless; of course, if you'déh't get eQeryone‘s views

and "if you don't stop to tally up fespoﬁses. Don't allow just a few ‘
.o outspdken persons' views to dominate. One per;pn may complain
. . * ’

Toudly; the silence of everyone elseVddes not necessarily mean
Qagreemént with the complainant. ‘
furthermoré, don't expect everyone to agree on every point.
o ' Thé‘evélﬁation responses need to be assessed for value.: You may ‘///[

decide, for example, that some'things people object to still were

r

\




k. o . e ¥
. . ' K
worth doing because they were critical to-meeting the'workshop

objéctives. fn_other cases; comments may be invaluable in p1anning

‘
—

better workshops in the future. : o

EVALUA%IONS--NRITTEN, OBSERVABLE,QDELAYED T -

N\

Eva]ua%ioﬁf Oﬁe—pasjc ;enet of good méﬁagement is to ge\ feed9§ck' ‘
on what you have done. Agu now. have spent-a good amount gf ?ﬁEng

and ;nte1ligence on haviﬁg your communigy"cqnsumef éducatioﬁ aware-
néssrworkshop. Now like the c0mméﬁde?50f a combat ‘bomber group in w’'
wartime, you need to ha‘e a "pictu;ef of what has happened by de- '
. briefing your pi]ots’(speakersj and aéria] reconnaissance (gu}Veying
of participants).‘.The "picture" mayAbe'iaken immediate]& by haying |
your attendees'"vote". {pu may later wish to assess if the mission

Lad.]asting effect by taking another Eicture, i.e., how many Sar%icie

» -
pants are doing something about the problems you dealt with. Many of d//
, e ; - :
- these must be dealt with in terms of your particular problems and
solutions. Hence any quésqunnaire will have to be modified to fit se”
| .
the particular workshop.? .: .. ‘ .
Some suggested steps: .'~ ' . . ,}_
. ~
1. 1lect numerical data-of how many pﬁ;&gﬁs attended,; which -
4 workshops-did t&gy attend and how many Stayed for the ¢omplete
workshop. « ! ) - ' / '

.
\Y

2. Collect impressions, i.e.; how many. people asked questions; —_—
were they relevant questions; how many people stayed afterwards
to ask more questions; how many (if anyg thanked the speakers for
.coming and for the group in having the event; how many people
(if any) offered their experiences and/or indicated,how they
might use their newjinformation.
3. Ask your speakers for their reactions. Use questions as in 1
- and 2 but also get thsjr judgment and reaction to the event.

4. Collect information from the group by questionnajfe as to their =
evaluation®and their reactions. (Note our enclosed sample .
questionnaire).
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5. Later, have a meeting with your advisory group and/or the
. group you used as a sounding. board to go over the information ;
2 from 1 through 4. Their -personal reactions are also important. «
6. Later, utilize some preselected criterions ‘to help decide on
+_the effectiveness of your program. You might care to ask eath
" “speaker to give one or more "action type.of behavier" that they
would consider a desirable.type of result. For'gxample, a
. - . speaker on food buying might select 1) comparison price shopping
N _ -and 2) utilizing nutritional labeling.® The. speaker on ways,to
’ ' conserve energy with 1ittle or no cost might have as his items
L% < to 1) turn 'down water heater and 2) put up _polyethylene ovep
windows.* By survey methods, 'you can find out practices that \\. 'f

-

have been involved. Don't forget the multiplier affect -
ask if they have talked to friends and neighbors about the
. proposed change. M ’ o
. ) . . . .
. 7. - Sometimes, you can find out through secondary sources whether the
‘ - workshop got desired results. If you are teachifig people how -
® . to complain, you might ask-some local] retatlers, the Better
™ Bisiness Bureau and the Office of Cdnsumer Affairs if there
' have been any changes. Other criterions might be questions asked
. by prospective buyers of insulatian to sellers; usage of non-
) profit financial colinselors; usage of Consumer Reports and
' ' fﬁ‘\\,f, other materials in the public library; any changes in the usage
of wills by lower income people dnd ‘other criterions.’ o

& .




F e . EVALUATION FORM

. . . Sponsoring Agency, Place ' \‘K . .
) - Date .
4

t M ¢

k3

~

< o - ¥ [ l
DIRECTIONS: Please hand this information to the moderator of the last sessioq that you _

attend today. o ‘
" conference? ’ N

v -

FAIR, .. UNSATISFACTORY .

A

1. What‘ovex'll rénking‘ would you give 't}x

’  SUPERIOR VERY GOOD.

. . ») . . " .“ //
2. How qo%d you rank the services in each of thé‘f.qflowit}g areas?

Y

A. REGISTRATION S}PERIOR ! GOOD SATISFACTORY FAIR UNSATISFACTORY ’
‘B, HOSPITALITY SUPERIOR  _GOOD SATISFACTORY JFAIR UNSATISFACTORY
C. FOOD SUPERIOR . GOOD SATISFACTORY FAIR UNSATISFACTORY
‘3. Rate the following‘ sessions, that you attended as to theif degree of usefulness ‘
relative to helping you. to carry out your professiqnal-responsibilities (1=Extremely
Helpful, 2=Helpful, 3=Somewhat Helpful, 4=Not So Helpful, S=Unsatisfactory, and
. 6=Ddd Not: Attend). ) ‘ 5
TIME SESSION TITLE 1 2-.3 4 5 6 , COMMENTS
Mon, P.M, - |Parks and Mitchell B E i o
- 7 P.M* Conducting A Consumer - . ’
f)'f ’ Education Workshop ' - . .
Mon, P.M, -#Garman and Forgue T 4
. B.M. Audio-Visual Materials g o -
Hungate — Your Food | - ° - .
Moo\ P.M, - |Peery - The High Cost D
9 P.M. ¢ |of Dying s ] "
: Bass - Landlord-Tenant] .
Relationships i \
4, Did ydu have the quegtions answered or discussed th§t you came to this conference -
for? YES NO HARD TO_SAY _ , b '
v COMMENTS: ‘ -
_As a result of your initiative ajn\a from information you tlearned at this conferen

vhat do you plan to do as a follow up activity?

(For example, putting pliofilm over

my windows, compgrison shopping for food, using nutritional labelling, having a will
~ ! i

written, etc,)?

’

PLEASE WRITE ANY ADDITIONAL COMMENTS THAT YQU BELIEVE WOULD, BE HELPFUL TO THE PERSONS
WHO PLANNED THIS CONFERENCE. (USE THE BACK\OF THE PAGE IF NECESSARY.) <

pd

*




" C. isublic'ity

- " THE POSTSGGNFERENCE ACTIVITIES .

A. Thank-yous !

Thank you notes should be prepared by each task force and sent

to everyone who made any.contribution’ to their efforts. Be especially’

/

sure to remember speakers, leaders, and groups/individuals who made

4

some donation of equipment, supp11es, etc. The project coordinator,
shou]d see that each member of the steering comm1ttee and task forces

-

" receives recognition and a thank-you. ’ )
A thank you note might be the sole tangible reward that some of )
your hardest workers will receive, se go not undereefimate its |
importance. '
B. Finances : o ’ o, -
Right afte; the eenference, the task force chai?men hould send
theﬁ?inancial coordinator any outstanding bills for payme ta—fﬂ?tQ:\
balancing the books, the financial coord1nator should maigptaina . .

f AR - R4

_récord of - the budget’along with any financial recommendations for any

¢

A similar workshop:plann}ng in the future. - . ) y

. 7
’ PO
4 L . . . -

A
-

The publicity task force should summarize the workshop highlights
" and take these releases to the media who were not represehted‘af the

workshop. ‘E;his shou]d be made available for release 1mmed1ate1y ol

fo]]owlng kﬁ{/yo:kshop, 1f at all poss1b1e <j/aerw1se, the. news w111

quickly become history
‘ e | ﬂ‘z;d/;;j
If any fo]iow-up activities were planned or recomﬁended a separate -

: art1c1e about,these could" be wr1t;en.

?
Ay

e

(;E? ~////T<\\: &
- c 4
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Dy Invitation/Registration ' .
»  This task force should compile a final (and accurate) Jist.of the

:part1c1pants including names, addn!sses, phone numbers, and aff111at1ons.

Ideally, you shou]d\ma11 a complete 1(§%xto each of the pant1c1pants

-
.

This mafling 1ist should also be maintained for any follow-up purposes

N - / . R R L) »
or any future invitations. g *

»
|

‘E. What does thds mean for-the futire?

,
¢
4
. *

L]

. ' ! &
No later than two weeks after the workshop, whilgxthe activities
! ) .

are still- fresh in peoples' minds,'the original ‘steering committee
. /-
should reconvene for a brainstorming session. At this meeting,

‘everyone should have a'ohance to free]y state his feelings about the
él' s ~workshop. Keeping in‘mind the resources you had to work with, somel ¢
‘ topios for d$$cussion shou1d ino]ude advantages and disadvantages of
. the way in which the workshop was conducted, ways that the workshop
{; 1 could have been 1mpr9ved assessments of the observed reactions of
the part1c1pants to’ the workshop, if the arget audience was actually
reached, and a review of the evaluation forms. Thereby, this meeting

provides an opportunitya?or the stéerdng cdmmittee to make a realistic ',

b se]f-eva]uat1on of the proaect -(By "realistic" we mean not compar1ng

ghe project to the way it "cou]d *have been" had you had $50,000 to
L)

spend, for example.) .

« 77 Qut this brainstorming session should come ideas for, follow-up
activitie$--if your droup feels that it has a further contribution to .
make to\ onsumer education. (No two proJects w111 have exactly the

L
- same outcome, and, in some cases, it may be best to decide for closure

once the workshop -is completed. ) Furthermore; any;dec1s1on concerning

L d




_they ar1se

follow-up activities should. dépend heavily on the reeds st®ed by\the

~

_workshop participants. Therefore) after yourg-steering.-co vittee h

reviewed.the project and qgnsidered.any additional negds of "its »

target aud1en\e, 1t should 1dent1fy any fol]ow -up activities that

-

it would be able to deal with. These could 1nc]ude such things as

conductind neighborhood sessions explaihing how to repair, a porch,
. \ . ¢ - A%

ﬁublishing a wsletter on consumer concerns for the tanget audience,. |,

holding additional workshops to‘éonfront prob]ehs voiced by the
. N .

participants, or setting up a local consumer-related agency or
. PP anS . N
referral seryiee.

These are.just a few ideas ‘fram the .spectrum of ppssig}e.act¢vit1es

thgt you can pursue. Consider}ng your owr communityfs ﬁeeds énd'

.. resources, the alternatives are un]im?ted.

»

w ' ) IN CONCLUSION o

’he'euthors realize that there are numerous cont1ngencies not

d’/cussed in this manual. > We trust that you and your co-workers on

¢

this proaect are f1ex1b1e enough to dea] w1th these s1tuat1ons .as

L]

e

~ Won't you let us know ‘how our suggest1ons worked for you7 Please
- €

tet us hear some feedback freom you by writing or calling:

-Dr. Glen Mitchell, Project Director
o Consumer Educat1on Awareness PrOJect .
. 102 Wallace Annex . .
V.p.I. & S.U.
" _Blacksburg, Virginia- 24061 _
" (703) 951-5815 N I N

~N . N
N
' N > .
. N " .
. .
. M . . .
’ » -
.
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~ Appendix A

-

VPT & SU Consumer Education Awareness‘Survey

Date
Couri&y-or Government Unit

1] i . Y N ‘qr_
- Please mark_the number of your answer on the accompanying sheet .in pencil. ' .
- ‘. \ by . .
. 1. Your sex: L . : '\~i3‘
~, . \ ‘ . » . . ‘
1. Female’ 2. Male " _ .
- - ' S .. S
. 2. Age: . ‘ .-
. . -
1. 16-30 years of age _ 4. 61-75 »
2. 31-45 5. Over 75 %
. 3. 46-60 - . ) ) - .
3. In what type of community did you soend the 1arge§t.portioh of your 1%fe‘up‘
- to the t1me you wer€.16 yearsgpf age?
1 Large c1ty (250,000,or more) ) 4. Population Center of 1,000 to
2. Small city (50,000 to 250,000) 10,000 . .
"3. Population genter 6f 10,000 tg 50,000 5. Suburb
& , - 6. Rural
. * ~\~/ . : )
Q«s 4. In what ype of commumty do you now Tive?. _ x B b
& R R
1. Larde city (2 000 or more) 4. Popu]at1on center of 15000 to $
. 2. Smal 0,000 to 250,000) 10,000 - ] ..
3. Population center of 10,000 to- 5. -Suburb - o *giﬁ
~ 50,000. } . . 6. Rural -7 o
el ‘ . ¢ ) "' . "‘( - ° [
—-ik’ In the last twelve months, have you Men dissatisfied enough with a consumer, .
> ‘problem to act in- any of the' following ways? Ratqa;hem as: .
1. Yes 2. No . : Don't know
\ ’ ° &> 7
\ A. MWritten to or contacted manufacturers of some products oy service.
B. Talked to a.store manager J& employee about some product or service.
C. Refused to pay for goods. < ,
D. Contac the Better Business Bureau or the Chamber of Commerce b -
E. Jeined @ consumer group. - . _ / -
F. Sought tut ‘legal aid concern1ng @ consumer, comp]afnt e .
G. Contacted your local extension office for more 1nformat1on

]

6. How often do you rea\_newsp@per and ga21ne art1c1es on Consumers Problems? -
; would you say ou do th1s° . -

pr—
1.. Often, tw1ce a ueek or more. ‘ £ Never, as T need help in ;
2. Once in a while. -t reading. -
3 On]y 1f I happen to run across someth1ng 5. Zero times in the last year.

\ L .. Don’t know
\ ‘ N B _. - g’a

L]
0} hd . 0 B v. .
- ﬁ SN a
.




& ;)
7: It-is illegal in Virginia to turn back the ‘odometer (ﬁfleage meter) to show’
fewer miles driven on-a used car for sale. . ’

.
4 ’

1. I think this is true." 3. I think"this is not true.
2. 1 don't know. R . - ’

8. A person éigns a written contract to buy an pncycfopedia from a door to door
salesman.- -Under Virgimia law, this contract cannot be canceled.

. - , . B [

1. I think this is true. .3. I think this is not true.
2. I don't know. ’ DA

.
.
\ : . - .

9. A department store chargés a monthly service charge of T’?7§%'5 month on the
amount people borrow,on credit. ‘This equals a cost of 18% a- year.

& I think this is true. 3. 1 think this is not true.
2. 1 don't know. !
10. If you have been denied credit, you have the legal right to be ;b]d the name
and address af the tonsumer reporting agency responsible for preparing the
_report that was used to deny the credit. *
I4 ® ‘ .

o~

¥ - . . - N ~

1. 1 think this is true. 3. I think this is not true,~
. 2 1 don't know.
Lo R v . ' .
11. Banks, retail stores and other lending institutions aré legally required to
state the -true -interest'rate (APR) and other costs of credit transactions.
¢ " 1. I think this is true. . 3. 1 think this is not true. ,
2. 1 don't know. ' . S
¥2. In the last two years, have you éver contacted_any state, county or city'agency
with a problem or question about something you bought or service you received

and were not satisfied with the product or service? _ L
i 1. No. L 3. Yes; two to four times.
~ ~2. Yes, but only once. 4. Yes - 5 or more times.
. \:A\ 13. If Yes (answer 2 to 4), .were youF experiences: ’
. - - \ . , S . 4
1.  Highly satisfactory. . 4. Unsatisfactory: )
2. Satisfactory. . 5. Highly unsatisfactory. .
3. Neutral. _ R .
. ~ , < - . . /

. 14, The next questions deal with consumer concerns and their ranking. They are a
bit tedious but are very important. Of the following issues that face the
- nation, would you rate these issues as to what you personally are concerned
about inthe categories of: ’ o '

. »
x ~;Tf Aﬂgreat deal. . =~ " 3. A little bit. .
2. Somewhat. o ++4. Not at all.. ™
P . ‘
y o . " 62 ) ) /
. - ¥ 66




LY

. Keep1ng inflation under control. ’
Finding a job for .the unemployed and underemployed ) . 7
Establishing a spec1f1c national energy po]1cy
Keeping sperding by the fiederal government under contro].
Cohtrolling air and watenw pollution.” =+ -
Lowerifig medical costs. - . . -
Prowiding adequate housing for the-nation. < t
Reducing taxes.

;UO'UOZZV‘?(CJHIeD’ﬂmOO'UD?

. Hhcreasing productivity. -\ . ) ‘

. Helping consumers to getﬁa.fa1r deal when, shopping. ' ‘o
Welfare reform. < . . . .
Curbing big business a?uses. K : . -

. Aid to education. o . ) v '

A Natiornal health insurance. o et ’
Curbing concentration of b1g business. Y. ) * .
Crime prevention. . 29 s o ) .
Controlling water and air pollution. . T

A Handling the problems of the cities. . S e

Curbing labor abuses. . ’

Improving communication between sectors of “the LLconomy.
Achieving more competition.
- ] V. * Fighting for consumer 1nterests% ) : ,

W. Others - 1ist. —~ :

Y

C'—l/&

15. Of the above, what subJects wae1d yqy g1ve the h1ghest\pr1or1ty to )
Of the above, what subJects would you, Q1ve the second h1ghest priority to:

Of the above, what subjects wou]d‘xou give the third’ h1ghest pr1or1ty tg

- ¢

" 16. Below are some concerns that sgme consumehs'have,expressed~ How would you’
rate-these to your personal concerns: N

~rA.great deal. - ‘. é%ﬁ At 1ittle bit. -
. Somewhat, L 4/41. Not at all.
. % S :
, The high prices of ‘many products. T _ . . _

The high. cost of medical and hospital care.
The poor quality of many products.
The fajlure of many companies to live up, to claims made in the1r

advertising. . - ‘

The poor guality of after-sales service and ;%pélrs. l g

The.feeling that many manufaCturers don't cayf about you. - ™~ T ®

Too many products breaking or 901ng'wrong soon after you br1ng them home.

Misleading packaging or labe¥{ng. ‘

Not being able to afford adequate health insurance.

The feelihg that it is a waste of time to complaj

. problems because nothing substantial will be acHieved.
: . K. Not-being able to get adequate 1nsurance coverage against an accident qr

>, loss. ) : 7, . c,
.\ ' Y

t\:’
< &
qnhcb>* N —

T m

-
out consumer -

~y
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L. Obtaining cred1t )
M. Funeral Expenses.. . . o . - .
. N. Energy costs. : : . . ‘ '
0. Car repairs. ,
PSS High cost of food. n
Q. Inadequate guarantees or warranties.
R.* Failure of companies to handle complaints properlyp ¢ I
: S. Too many products which are ‘dangerous. -
T. The absence of reliable information about different products and serV1ces
U. Difficulty 'in getting inStrance claims settled fairly.
' V. Eot ﬁnow1ng what to do if -somethifg is wrong with a product you have S
,bought . ‘L
" W. Difficulty in gett1ng insurance claims paid promptly.
X. The d1ff1cu]ty of choos1ng between so many products. ®
17. " Of the above, what do you feel is your‘?am11y s b1ggest concern? (L1st) . :

*0f .the above, what do you feel is your fam1]y s second blggest copéern?

Of the above, what do YOu feel isiyour family's th1rd biggest concern’

@ .

L1st any others that yeu feel shou]d be 1nc]uded

- N |
) . If you were organizing for your commun1ty a consumer education workshop which \
was designed to help consumers w1tp.prob]ems in their own lives, how woulg you
. rate these items: - - .-
<3 1. Highly important. 3. Neutral. ’ -

.
-

‘Important. ‘ _ 4. Little importance.

2.
'y Choosing medical assistance. ; f s . - i
* B. Buying medical insurance. ~ . . .
C. _ Shopping for food. | . .
D.- Buying life insurance. . .o
E. Buying auto insurance. ' ‘ ~
F. How to cut back energy costs.. ;
G. Buying ag auto.
H. Buying an rent1ng a house ) '
I. How ‘p complain T e «
J. What'to dp when somebody dies. ’
K. Temant-landlord re‘uonsmps )
L. Estate planning. . \ N 4
M. How Better Business Bureau works. P ‘ N
N.- The American Economy -~ What_ makes it go . . .
0. Repairing, your own house. . ngsi f IV N -
.P. Budgeting (Family F1nance) . ) +
.Q. Choosing the right’ un1vers1ty oerocat1ona1 .training after high school.
R Auto repairs. =~ ‘

efurb1sh1ng yaur house. -

T men's rights. )
Clothing expenses and how to. eéuce them.
» V How to communicate with dovernment off1c1a]ib
W. Taking care of the aged.

X.  €rime prevention. - .
Y.. Others - Tist. g o

~ L
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19. What are the most 1mportant five subjects that you would have on this
community consumer education awareness workshop (from above)? List by
- alphabet.
1. . B ~ 4, x e
2. ’ s - 5. j ‘¢
Y
20. .One study 1nd1cates that prov1d1ng information on a food products price per
’ ~ounce affd for nutritional content would cost shoppers about 2¢ for each $10
worth of groceries. Do you think it is worth it?
. . % “
. 1. No - 2. Yes 3. Don't know .
~21. In order to make this survey as meaningfui as possible, We‘wou]d appreciate,
it if you would answer a féw questions about yourse]f -
What is your mar1ta] status? ) ‘
¥. Single. . 4. Separated. -
2. Married. . 5. Divorced.
3. Living together. 6. Widowed.
’ "\ ' v
22. How many are in the household? :
y - - 0' P .
1. One 6. Six - (/f\\
2. Two 7. Seven, .
3/ Three 8. CEight
4, Four 9. Nine to twelve
5. Five - -~ 10. 13 and over
23. How many children a(eein thé household under‘]Q years'of age’? "
1. One- . . 6. Six ‘
2. Two - - " <7. Seven : . e T
T3 Three ©° 8. Eight :
. 4. FEour ' 9. Nine to twelve .
VL ‘)ve ‘ ' 10. 13 and over
. , .
24. Are you?
. 1. Black . 4. Spanish surname . i
o 2. White B 5. American .Indian
"3. Oriental 6. -None of .the above
. . J . -
25.. This next quest1on i3 opt1ona] ~What is the househo\d annual income before
taxes. (Include 1nterest d1v1d@hds and all government payments_whether
’ taxable or not.)
.
gﬁ? 1. $4200 or less ($100 a week) : (/;0 801 - $31, 20] ($40] - $500
2. $4201 - $10,400 ($101 - $200 a week)
-a week) ) Over $31,201-a year.
3.+ $10,401 - $15,600 ($201 ~ $300 7 Do not care to answer.
- a week) ) o
: - 4. $15,601 - $20,800 ($301 - $400. . ’
a week) .
, . G - ‘
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26. What level of education have you completed?

A Y
Grade school or less.
Some high school.

.

. ’n
.

.

Some college. -
4 year college ‘degree.

.

.

NOY AWM —

N

High school diploma- or ‘high schoo1 equivalency diploma,. T

LX4

Some graduate 6r professional school.
. / Graduate or professional degree. .

i v

nk yod for your time and your answers. Please check to make sure yot have

- “ansvered all parts of the survey.

If you have any additions or questions, p]ease

communicate these also. Thanks aga1n.

.
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‘ j' L Appendix B';~Eyobab111ty Sample

N '

Probability Sampling is a se]ection of a subset from a popu]ation
that is representat1;?“of the entire population. Basica]]y, you try to

achieve true randomnesgfso that everyone has the same chanc€ of being

-

selected. (In many cases your w111 probably be more conqerned with a_ ,

judgment sample where those persons or hoUseholds are chosen whom you want .

- - to come to the workshop. It is practica]]y impossible to 'use this sample

.

.as a base to expand to the entire population, however.)

There 'are three keys to a probabi]ity sample that will dictate the size

" of sample. Those three character1st1cs are:
- <
.. a) The permissable error a]]owab]e(e)

b) The desire conffdence level in the results. Generally; thik is
- ‘based on “terms of how many chances in 100 tries a similar
¢ resu]t ‘could be due to chance.

,\\\\\\Eonjidence is often desired’at the 95% Tevel (i.e. that 19 out of 20
times this result was not due to chance) and is expressed as two:standdrd Lo .

4

errors (t). ' ‘j* t2 sé
The formula for sample size is: ‘N = 2 ' - ‘
’ e ' &
rﬁ%ere N-sample size s=error limit
-4 -

t=confidence 1imit expressed in standard errors, i.e. 99% con-
fidence equals three standard errors; 9% confidence equals two *® A

. . standard errors 2 y
s-standard d!v1ation
, ) G \ .
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* Appendix C

fResponsibilities of Community Workshop Initiators =

[

¢ ©
Coordinator Pro Tem (Initiator)

3

¢
!

1. Recruits respons1b1e steering committee members . )

. 2. Shares information and suggestions from this manual 1n order to
' - . generate ideas from the steer1ng committee.
- .
3. Fac11i¥ates the work of the steer1ng committee by playing an
active (but not stifling) ro]e

AN

* 4.~ Works on project budget with the steering committee. \
N . ' *
5. Assumes role of steering committee member should he hdf\be
chosen permanent coordinat -

’ - .
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. ) LAY S
‘ SteeryngﬁComm1ttee Members

1. Determine issue(s) and‘target group(s) to be addressed by the .
project.
2. Determine goal and objec;}vés of the project. .
3. Elect perhanent coordinator from among the steering committee
membership. \ .
. . . - ‘ . ((
4. Determine exact workshop format and session tgpic;>
5. Apprer budget for the-project. .’
6. Promote systematic planning of the project.
7. Lead (or chair) a task.force. 4
8. Appoint members to the task force which he chairs.
9. . Sérve as liaison among the permanent’ coordinator, other task forces,
and yembers of his own task ferce. a -
10. Help perform the responsibilities of his task force."‘\
17. Send thank you* notes to his task force members.
12. Reconvene after the wgrkshop for a bra1nstorm1ng/se1f eva]uat1on/
add1t1ona1 planning session. )
4
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. Meets regularly with the task force leaders.’

Permanent Coordinator

-

STy

Acts as liaison among the task forces.

. .Is available to help solve any'groblems encountered by the stk

forces. .
. \ ~>- . 3 \ )' .

Oversees the progress of planning andvimplementing the project._ -

~,

Plays an active.and facilitating role 1n evaluation of the

‘project. . . £ -7

Sends thank you letters io steering committee members.

Recgnvenes the steering committee after the workshop to fac111tate
brainstorming session for any follow-up activities.

-

t




Financial ngpdq;ator N
1. Acts as treasurer/bookkeeper for the project.
2. 'Keeps accurate records of ail bitls and expenses.

3. Handles any registration fees.

4, Closes out books.- . T v .-

D)

A - . ) - ) - . A
ﬁWréﬁhm‘ 5. Ma1q}a4ns records for any future budget considerations.
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~ Sends rem{ndérs of the meetings to members,

. Recorder

. Meets regularly with cobrdinator and.iask force leader? to

record the meeting proceedings.

Distributes pertinent 1rfbrmation’from tﬁese meetings to
all task force members. ) '

*
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Speaker Task Force Members

- 2

&

1. Identify speakers/session leaders. -
2. Evaluate each prospective qugker»accord to his knowledge about
_ the subject, his ability gq“efﬁgctive%y/%ﬁ%EUhTtate this knowledge
. tos the audience, and his ab1~ity:to "Tit into" the workshop design.
Ty . ‘
"% Send the speakef(s) a letter of-confirmation verifying all arrange-
ments,itsz;he has committed himself. » .
& - . " . ,
5. Share the-speaker(s) name, cqrrect title, and affiliation with other

committees (especially the publicity task force and the invitations/
registration task force). "Request a vita and picture for the
_publicity task force. - , .

3. Issue invitations to-speakers.

6. Inform.the space/equipment/meals tasK force of any special eduip— )
ment needs the speaker may Mave. s
N N a ° .

7. Dupligate any handouts thaé you agreed to prepare for the speaker(s).
8. Send'p brief letter to the speaker(s) about a week before the work-
shop to remind him and to verify arrangements. ) '

. . - « = co T

9. Obtain information ab;ﬁt the speaker for an introduction, and give

~ this to the person going the in&roduction, : .
10.. Greet and escort the Speakér—(_y)\ . . J - .

11. Send a thank you letter. = o N B ? o il

)
’

P




P~ w. N

10.
1.

2.

13.

. compile a "scholarship application”, d

- ~r
> . o ' . A3 . * "
* 4 ° —

Invitations/Registration Task Force Members .« = . T

, ’ ‘ - . - i . - , - ,
. S .. ’ 4 t /' . N *

Build mailing lists of invitees. - ) 4 -~ .

a4 f . ‘ - . \'\

Compile invitatiop and pre-registration'form ; _

Issue invitations and distribute pre-registration materials.

Maintain an alphabetical registration list ffom the pre-registration

. forms that are returned.

e
N

. Make-name tags for those who pre-registeiéd. AN

e

Keep space/equipment/meais task force informed about the number of -
meal reservations (if meals are to be served). '

v

ermine recipients, and

If fees will be waived, establish critegia for granting waivers,
inform applicants of the waiver dec1sion . \\‘\

Prepare agenda for distribution at the wo?kshop.

Locate registration desk near entrance of workshop l‘cation

JPost. signs 1nd1cat1ng location of meeting rooms.

Provide blapk materials (such as name tags) at registrati n desk
for walk-ins. b ‘ \

‘Prepare f}hpl 1ist of partic1pants (name, address, phone;, affi]iation)
and distribute to all participants.

Send thank you letters: to all helpers. - . -




1.

2.
3.

5

\

" Space/Equipment/Meals Task Force Members

~

appropriate'facility based on thése critenija.

_Establish criteria for the worksﬁbp facj&%ty, and locate an

~ <«

Conf1rm the fac1]1ty reservation in wr1t1ng

Inform oxher//}sk forces of the ]ocat1on

-—4-*£1nd out and arrange for any special equipment needs of the speaker(s).

* Decide on the best alternative for meal prov1S1ons (if any), and have
any arrangements confirmed in writing. e

‘ Ver\?y\all facility, equ1pment and meal arrangements about one week

vefore the workshop '

At the workshop, drrange rooms achrding to sp§c1?ications of the -

speak r(s), set up and check equipment, and prepare for coffee break

eturn any borrowed equ1pment ‘
end thahk you letters to a]] donors and helpers. < R .

o




; - . SR N '
. N . -
., B ' 7 P&b]icity‘%ask-Forée?-‘ . ‘
— . . ‘
- a ’ ® /’3 * ~ .
1. Recruit responsible publicity task force members. ° ¢
2. Get to know those most responsible (editors and producers) for
media outputs and inform them of your cause. Be consctous
, of their clues on what makes the news and doesn’t.
3{;)§lrm a .press release list for all persons involved with'pub]icity
. ‘(t.v. stations, radio stations, newspapers;, ‘plant papers, etc.).
4. Recruit someone to photograph events if newspaper photographer
isn't always available. °* a
’ 5. Enlist cosponsers (local organigaéfgzzsiﬁor your -workshop. \\\

_ 6. Make sure those, on §ﬁur press release receive notices in plenty.of
’ time before event. . . : )

7. *Send medja representatives who do not cover the conference a summary .
of the ﬁi&h]ights; this. should be distributed immediately following
the workshop. ) ‘ .

=
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A CosT e
o Evaluation Task Force S g // o
- - : ’ ‘ . g
1. Choose respons1b]e and 1nformed peop]e to form an ev_a]uat1on f\ e
task force. , . ' . e
—+ ' : ,
2. Prepare an eva1uat1on “form (based on the workshop s obJectwes) - N
. prior to-the workshop. X ) y a NN -
. { . P 3
3. “Review and d1scusg feasibility of the sug ested format rgv1s1ons L T,
with the Steering comm‘lttee. ;- K . " - a
4.. D1str1bute eva]uatwns and coHect them; -provide pen»cﬂs if
needed and a place  to leave comp]eted evaluations. %~
5. Meet w1th workshop leaders 1mmed1atay after the pregram to get '
thelr reactions. . . .
4 ‘ - rd
. 6. Analyze and summarize.the comP]eted forms to present tog the S
steermg committee. . : . . . ’
. 9 . - A r
7. Send summaries of evaluations to all workshop 1eaders to 'help them, . .
» in future program planning.. * . - . / -
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